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«THE PHILADELPHIA } 
RECORD” AS AN 
ADVERTISING MEDIUM 


At few opinions from those who have 
used its columns, among them being au- 
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thorities on newspaper advertising: 


“«The Philadelphia Record’ 
is one of the most successful 
and-well thought of advertising 
mhediumsin the country.”— The 

/ Journalist, New York. 


“ We believe in ‘The Record’ 
as a medium through which to 
reach the public. Having placed 
our first real estate ad in it 
nearly a score of years ago and 
using it ever since, with very 
satisfactory results, more es- 
pecially in line of farm and sub- 
urban property, that being our 
specialty."——J. Wilson Irwin, 
Real Estate Broker, 49 N. 13th 
Street, Philadelphia. 





“Tt has been often stated by 
advertising solicitors of other 
Philadelphia dailies that no ad- 
vertiser makes a success in that 
city unless he uses the adver- 
tising columns of ‘The Record” 
One conspicuous instance is 
well known of a great adver- 
tising success achieved by using 
‘The Record’ alone.”—Print- 
ers’ Ink, New York. 


“ For quick returns from ad- 
vertising we know of no paper 
that can beat ‘The Record.’ ”— 
The National Trust Company, 
M. B. Faulkner, Secretary, 
Heed Building, Philadelphia. 


a Se a eee ett CRORE Nt ALTA ROR 
Rate for display advertising, 25 cents a line, gross, 


subject to discounts. 


All Classified Advertising 
One Cent a Word When Prepaid. 


New York Office: 
611 Temple Court. 


Advertising Manager, 
Philadelphia. 


Chicago Office: 
1002 Tribune Bldg. 
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The man who does not read the weekly published in his 
town must be an alien or cannot read. : 

There may be a few such, but their trade is about | 
worthless as a Confederate bill. 

The country weekly reaches everybody who has a dollar 
to spend—does so every week. There are no intervals, no 
lapses. It is a continuous performance and it keeps them 
interested. 

Nothing takes with the country people like their local 
weekly. It has no competitor—being first, last and all the 
time the people’s paper. 

Our catalogue-booklet tells about 1,500 local week- 


lies, which reach one-sixth of all the country readers 
of the United States. It is free for the asking. 


ONE INCH—SIX MONTHS—1,500 PAPERS—$1,200. 


ATLANTIC COAST LISTS, 


134 Leonard Street, New York. 
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Vox. XLI. 


ADVERTISING A_ HIGH- 
CLASS RESIDENCE 
DISTRICT. 


Prospect Park South is an ex- 
ceptionally fine piece of residence 
property in Brooklyn, laid out with 
an eye to the tastes and needs of 
people who can pay from $8,000 to 
$40,000 for a modern home in a 
select neighborhood. It is twenty 


minutes from the Bridge, five min- 
utes’ walk from beautiful Prospect 
Park, has asphalt pavements, elec- 
tric lights, sewers and every con- 


Hundreds of visitors came out last week 
all did not buy—some did—-all were 
charmed with the beauty of the place. The 
ladies call it “‘a dream.” 

We have houses to sell. They do not 
look like other houses. They have a style, 
an individuality which gives to each a dis- 
tinctive: attraction. 

The decorations are so new you have not 
seen them before. You will be glad if you 
come. 

Flatbush trains on Kings Co. L, or Tomp- 
kins Ave. car from E. D. to Church Ave. 
and East 15th St., on the property. 


DEAN ALVORD, owner 
257 Broadway, New York 


——S—S—————__ 
venience, together with some lux- 
uries, and contains many fine resi- 
dences built for persons of means 
and individuality who do not care 
to undertake the work of building 
on their own account. Intending 
purchasers must have good refer- 
ences, and Mr. Dean Alvord, the 
owner, whois also a member of the 
Sphinx Club and an authority upon 
teal estate advertising, lays em- 
phasis upon the fact that “cash and 
character in about equal pro- 
Portions are the qualifications 
for residence,” and that those 
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who lack the latter quality “will be 
rejected as gracefully as the cir- 
cumstances will permit.” The 
houses in Prospect Park South 
contain from ten to fourteen rooms, 
are decorated with tapestries, buck- 
rams and burlaps, hung with 
shades, lighted with incandescents 
and heated by steam. Each of the 
second-story bedrooms has its full 
length mirror, and each scheme of 
decoration is individual, no “store” 
decorations being used anywhere. In 
fact, Prospect Park South is in no 
sense an ordinary real estate prop- 
Osition from the advertising stand- 
point, and Mr. Alvord has ample 
warrant for his belief that it is the 
highest class district exploited any- 
where through regular advertising 
channels. His advertising is con- 
stantly appearing in New York 
dailies, on elevated boards and in 
the mails. This publicity is at 
once dignified and original. It.ap- 
peals to the representative Amer- 
ican in comfortable circumstances 
—the man and woman who read 
the Atlantic MonthlyVand buy at 
Wanamaker’s and Vantine’s. Mr. 
Alvord depends largely on photo- 
graphs of his hoses and improve- 
ments, believing that.they are the 
medium with which one>can tell 
the most truth about real estate in 
the most convincing manner. Asa 
secondary factor he uses straight- 
forward, sensible, chatty ads in 
New York dailies. reinforced with 
literature in keeping. This adver- 
tising is written for people who can 
never be moved bv mere adjectives, 
but who will catch your point on 
the instant if it is a point worth 
catching. The keynote of his pub- 
licity and literature seems to be 
variety. There is always some- 
thing to pique interest, and the 
thine that appears to-day is differ- 
ent from that used vesterdav. You 
may become interested in Prospect 
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Park South a year or two before 
you go down to look at the prop- 
erty. After the ads have attract- 
ed your attention you will read 
them regularly, know that the 
proposition is a “different” one, 
believe almost any statement that 
Mr. Alvord makes and determine 
in the bottom of your heart that 
there is the place for your home 
when you finally get around to 
buving it. The advertising is lei- 
surely. It has none of the breath- 
lessness of real estate advertising 
of the yellow sort. When you 
read the ad of a subdivision that 
is to be sold upon the two-dollars- 
down plan you feel that the prop- 
erty, like the circus, is here to-day 
and will be gone to-morrow. But 
Prospect Park Sovth is permanent 
—will be in Brooklyn twenty years 
from now—was put there to stay. 

“Most of the real estate advertis- 
ing impresses me like nine-tenths 
of all other advertising—as being 
stale, flat, uninteresting and per- 
haps unprofitable,” says Mr. AIl- 
vord. “My aim is to get away 
from the stereotyned, and 4n order 


to do this I emnloy any medium 


that will tell my story in an un- 
hackneyed, convincing way. Al- 
most anything that the other fellow 
hasn’t tried or is afraid to try is 
good, to my wav of thinking, pro- 
vided it is dignified. Mere sensa- 
tion can never convince, especially 
with the class of readers that I am 
after. There are lots of interest- 
ing details about a real estate prop- 
osition that advertisers have never 
developed. You seldom see adver- 
tising that treats of the houses that 
are offered, taking them in detail 
and showing them un with good 
pictures. Yet one of the most suc- 
cessful lines of advertising I have 
used for Prospect Park South was 
a one-sheet poster on the Manhat- 
tan elevated stations, showing pho- 
tographic views of exteriors and 
interiors. Sometimes I use a fable 
or anecdote to give point to my 
story, as ina recent ad which told 
about John Maydole and his ham- 
mers. John Maydole has made a 
fortune by selling hammers that 
are better than anv other hammer 
on earth, and which are sold for 
more money—and has made a rep- 


utation as wide as the mechani- 
cal world beside. Prospect Park 
South is a proposition that matches 
the Maydole hammer, and I simply 
drew the moral. The story gives 
human interest and makes the ad 
readable. In to-day’s Brooklyn 
Eagle I am running a half page 
ad written from the standpoint 
of a builder who put up some of 
our houses that have just been 
completed. Anything for variety 
and ease and interest. One of the 
best newspaper ads I ever ran was 
long, and brought down a good 
deal of criticism on that score. I 
asked one of the critics whether he 
had ever read Scott’s ‘Ivanhoe.’ 
He said that he had. ‘Did you 
find it long?’ He confessed that 
it had been pleasant reading. Then 
I showed him that it had been 
pleasant simply because it was in- 
teresting matter. Ads are no ex- 
ception. Make them interesting 
and trust to the reader to do the 
rest. The very ad that was criti- 
cized sold $20,000 worth of prop- 
erty. The average ad is common- 
place because it deals with a com- 
monplace article, or is written by 
a commonplace man from a com- 
monplace standpoint. The first re- 
auisite is to have an interesting 
thing to advertise. Prospect Park 
South is full of interest. It isa 
residence district built upon a cone 
sistent plan from the beginning. Alf 
the water and sewer pipe went into 
the ground first, and the streets aré” 
laid out with parkways down the 
center. No modern improvement 
that I know of has been left out 
of grounds or houses. It is to the 
real estate world what Tiffany$ 
is to gold and silver ware. If 
writing of such a property one has 
confidence —he knows that he is 
right, and is not afraid to make 
strong statements. These beget 
confidence in the reader. There 
is a great deal of wind and gen 
erality in the average real estate 
proposition, and the advertising 
palpably talks at random. It is not 
a statement of facts, but a string- 
inx together of words. Advertis- 
ing like mine is a variable quantity. 
Tt is often difficult to know what 
will exactly hit the public taste, I 
have written ads that seemed 
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pant, being turned out in a hurry 
and clapped into the paper, yet 
they proved.to be very successful. 
Upon others I have spent a great 
deal of time, pruning, changing in 
the proof and trying for dignified 
statements and good taste general- 
ly, yet they were not so successful. 


New York and Brooklyn dailies. 
The Times, Tribune, Sun and 
Eagle seem best for my purpose. 
Literature is constantly being mail- 
ed and distributed in other ways. 
One of the most successful things 
in this line was a booklet show- 
ing views Of the property and the 





Mr. Dean ALvorp. 


Results do not depend altogether 
upon the ad, but upon the medium, 
the mood of the reader and even 
the weather. We do not key ads, 
but every salesman is instructed to 
find out which medium sent the 
Customer to inspect our property. I 
have used practically all of the 


houses, especially the interiors. It 
was mailed in a transparent envel- 
ope, which attracted attention at 
once and created comment. Of 
these booklets we sent out 55,000. 
I have tried cards in the elevated 
cars, and handsome ones, too, but 
they did not seem to pull for some 
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reason of other. They were read 
and talked about, but brought no 
business to speak of. I believe that 
I was first to use the panel ad—a 
wide border around a square of 
type. This attracted attention, but 
was quickly taken up by other ad- 
vertisers, and [| finally dropped it. 
At present I use a little heading 
with a rule border. Devices of 
this sort distinguish my ads from 
all others. A trademark is as val- 
uable to a real estate advertiser as 
to any other business. I use the 
initials ‘P. P. S.’ and ‘D. A,’ 
They stand for the name of the 
property and my own name. This 
property has been advertised about 
three years now, and in that time 
more than $2,000,000 has been dis- 
posed of. Besides the New York 
dailies I have used the Ladies’ 
Home Journal and Saturday Even- 
ino Post, paying rates based upon 
a national circulation for the priv- 
ilege of talking to their readers in 
New York and vicinity. But 
newspapers are the best medium if 
you select those that are read by 
the class of people you want to 
reach. For small properties I be- 
lieve that they are the only me- 
diums necessary, save the requisite 
follow-up literature. Bold display 
ads are best at the outset of a real 
estate campaign, followed up with 
smaller ones setting forth special 
features. Real estate develops, 
and as the campaign is one extend- 
ing over a year or more there is 
considerable real news that can be 
used for material. This is always 
more interesting than generalities, 
and brings better results. People 
who buy real estate are naturally 
of an investigative turn of mind. 
The purchase of a home is the 
largest transaction that the aver- 
age man engages in during his 
whole life, and the relations be- 
tween himself and the real estate 
advertiser are such that misrepre- 
sentation is quickly discovered. 
Therefore, my principles of ad- 
vertising are summed up in three 
sentences: ‘Tell the truth. Tell it 
in an original manner. Make it 
attractive.” Jas. H. CoLtins. 


i 4er 
WHENEVER a man belittles competitors 
in his advertising, you ma sure his 
own tail has been stepped on at some 
stage of the game.—White’s Sayings. 


THE BREAKFAST FOOD FAMILY. 
From the Chicago Tribune. 
John Spratt will eat no fat, 
Nor will he touch the lean, 
He scorns to eat of any meat; 
He lives upon Foodine. 
But Mrs. Spratt will none of that; 
Foodine she cannot eat; 
Her special wish is for a dish 
Expurgated Wheat. 
To William Spratt that food is flat 
On which his mater does. 
His favorite feed—his special need—~ 
Is Eata Heapa Oats. 

But sister Lil can’t see how Will 
Can vouch such tasteless food. 
As breakfast fare it can’t compare, 
She says, with Shredded Wood. 
Now, none of these Leander please; 

He feeds upon Bath Mitts. 
While sister Jane improves her brain 
With Cereo-Grapo-Grits. 
Lycurgus votes for Father’s Oats; 
Proggine appeals to May; 
The junior John subsists upon 
Uneda Bayla Hay. 
Corrected Wheat for little Pete; 
laked Pine for Dot; while “Bub,” 
The infant Spratt, is waxing fat 
On Battle Creek Near-Grub. 


It’s not the advertising solicitor who 
sells something, but the solicitor who 
sells something that actually helps the 
advertiser who makes the greatest suc 
cess.—White’s Sayings. 


Foxy—isn’t it, to have the 
very best silk hat made in Eng- 
land, that land of “toppers”? 

Here at $8—also as good a 
silk as America makes; $6. 


Frock coats and waistcoats to 
wear with silk hats, $20.50 to $40. 


Striped trousers to wear with 
frock coats—$5 to $12. 


Roorrs, Pzxut & Compart. 


258 Broadway, cor. Warren, 
op te City Hall. 
842 Broadway, cor. 13th, 
8 ond 140 to 148 4th Ave. 
1260 Broadway, cor. 
and 54 West 350 Se. a 
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FROM THE NEW YORK “SUN.” 
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has reached a paid circulation of 


071,000 


COPIES 


each issue. No sample copy 
editions—no premiums to sub- 
scribers—no club or cut rates. 
Subscribed and paid for solely on 
its editorial merits. 


THE CURTIS PUBLISHING COMPANY 
Philadelphia, Pa. 





E. W. SPAULDING, Advertising Directer 
1 Madison Avenue, New York 


E. W. HAZEN, Manager A. B. HITCHCOCK, Manager 
Home Ins. Building Barristers Hall 
g Chicago Boston 
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WYNNE, PRINCE AND COM- 
PANY. 


A PHILADELPHIA REAL ESTATE COM- 
PANY THAT DOES EXTENSIVE AD- 
VERTISING. 


Among the best advertised real 
estate dealers in Philadelphia is 
the firm of Wynne, Prince and 
Company, whose main office is in 
the Betz Building. In the classi- 
fied columns of the Quaker City 
newspapers they use large space 
regularly, and the advertising man- 
ager, Mr. John Crawford, Jr., has 
made classified advertising such 
a thorough study that he can write 
his ads in the manner prescribed 
by classified advertising regula- 


CENTRAL 


BUSINESS PLACES 
FOR RENT 


Per month. |" “Ut Market St., 2a, feat 
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tions and yet make them stand 
out boldly and attractively, no easy 
matter to accomplish when one is 
limited to size of type and certain 
regulations in regard to use of 


cuts and breaking of columns. In 
addition to regular newspaper ad- 
vertising, the name of Wynne, 
Prince and Company is to be seen 
on almost every theatre pro- 
gramme in Philadelphia, and fre- 
quently appears in publications of 
a_ strictly local character. Mr. 
Crawford is a great believer in 
preferred position as well as a 
plentitude of white space, and all 


of the Wynne, Prince & Company 

advertising in programmes usually 
occupies a full page in the most 
prominent location—back covet 
whenever possible. These pages 
are models of terseness and rarely 
contain more than a dozen words, 
having the name in large bold 
faced type, and saying what they 
can do. 

“You see,” said Mr. Crawford, 
“T believe that an advertiser who 
uses small space in theatre pro- 
grammes, say 5 lines, or even a 
quarter of a page, wastes his 
money, because in my opinion, 
theatre programme advertising and 
all similar publicity is only profit- 
able by reason of the fact that it 
serves to keep your name before 
the public, and the larger that 
name appears, the more forceful 
is the advertisement. That’s why 
Wvnne, Prince & Company use 
only pages and say very little. 
All we desire to accomplish in our 
programme advertising is to im- 
press our name and business upon 
the readers and invite them to 
call on us or write to us when we 
can be of any use to them. We 
never offer any real estate bar. 
gains or mention prices in sh 
copy as we feel sure it would not 
be productive.” 

“How about your newspaper ad- 
vertising? Do you eve trace re- 
sults to certain publications, and 
if so, how?” 

“We advertise in the real estate 
columns of nearly all the Phila- 
delphia papers, regularly, at least 
twice a week, on Wednesdays and 
Sundays, and sometimes more 
often. Our cards vary in size 
from twenty lines single to two 
hundred lines double and triple, 
depending upon what we may have 
to offer. Frequently we run spe 
cial bargain advertisements, | set- 
ting the price prominently in a 
separate box on the left of the 
advertisement. Now when a call- 
er comes and makes _ inquiries 
about a certain property which we 
have and mentions the price we 
ask, we immediately know that 
he saw our advertisement. The 
finding out of the name of the 
newspaper which attracted him is 
merely a matter of a direct ques 

(Continued on page 0) 
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If You Havea 
Good Proposition 
In Real Estate 


O matter where, to present to the public, 
make it in New York, the home of 
the investor with money to buy, and plenty of 
it. This man reads the Sun, daily and eve- 
ning, almost exclusively. The real estate 
investor for the best real estate news published 
in New York City, and the financier, because 
the Sun is the recognized Wall Street news- 
paper. These people you want and they 
want you, but they have to get your proposi- 
tion before them first, to avail themselves of 
the opportunity, which they are all willing to 
do if you have anything good to offer. You 
will connect if you use the Sun. . Here area 
few facts to let you see the opinion of the 
Real Estate advertisers of New York of the 
SuN as an advertising medium : 


The increase in Real Estate advertising 
made by the Daily and Sunday Sun during 
the year up to October 31st exceeded 74 
per cent. 

The increase in the Evening Sun for the 
same period was more than 315 per cent. 
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tion, and in this way we can very 
nearly gauge the result-bringing 
mediums in Philadelphia.” 

“Can you tell me anything spe- 
cial about any newspapers?” 

“Well, as you know, the Record 
of late has been making rapid 
strides as a classified advertising 
medium, and its real estate col- 
umns, in connection with the other 
classifications, have grown stead- 
il_, and our results have increased 
noticeably. All papers bring us 
results but those from the Record 
and North American are particu- 
larly gratifying. We find that al- 
most every advertisement insert- 
ed in the Record brings sufficient 
new business to amply repay us.” 

“Do you confine your advertis- 
ing to the classified columns of the 
newspaper, or do you also use the 
display columns?” 

“We use the classified columns 
for many reasons. In the first 
place, the rate is cheaper, ten cents 
per line in the majority of papers, 
whereas the display rate is 25 cents 
per line. Of course, the display 


rate permits the use of cuts, but in 
the style we have adopted cuts are 


unnecessary. All we do in our 
combination advertisements is to 
display the price and clearly de- 
scribe the property. This simpli- 
fies matters a great deal for the 
real estate seeker, for he usually 
has in mind the figure he wants 
to invest, and going through our 
column of amounts, enables him 
to easily select the, property he 
is after.” 

“Do you adhere to this style of 
advertising exclusively?” 

“Yes. It lends certain individ- 
uality to our copy and though a 
classified page of advertisements 
usually presents almost a_ solid 
mass of type, yet a Wynne, Prince 
& Company advertisement, with 
its various prices in individual 
boxes, stands out so strongly as 
to catch the eye almost instantly. 
Yes, this style has become almost 
like a trade-mark for us.” 

“In advertising the properties 
you have for sale, which do you 
generally select?” 

“Well, in real estate. as in any 
other business, there are bargains, 
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Often a man may desire to move 
into the suburpys ana want to sell 
his city residence quickly, and, 
perhaps, at less than he could get 
tor it if he waited a halt-year or 
more. That's a bargain tor some- 
body, and if the selling of the 
property is placed with us, we 
make a separate advertisement of 
it, describing it and giving reasons 
tor it being styled a bargain. Now 
right here is the difference be- 
tween modern and oldtime real 
estate methods. In former times 
when a person wanted to get rid 
of a piece of property, he would 
also engage the services of a real 
estate dealer, but the methods em- 
ployed by the old-timer and the 
modern real estate man are whol- 
ly different. The former would 
tack up a ‘For Sale’ sign on the 
property, enter the same on hig 
books and ‘wait’ for probable pur- 
chasers to call on him. Not soa 
with the modern progressive real 
estate agent. To be sure, he, too, 
tacks up a similar sign and enters 
the property on his books, but 
that is not all. He goes further 
He advertises it. He advertises it 
in the newspapers under the eye 
catching caption of real estate bar- 
gains. He gets up a special cir- 
cular abou. his bargains and mails 
it to a list of persons_ who, in 
his opinion, are likelv to” be inter- 
ested and ‘bangs away’ until the 
property is sold. 

“You will notice in most of our 
bargain advertisements we _ in- 
clude this sentence: ‘You must 
speak quickly or you may miss 
vour choice.’ There is an illus- 
tration of modern methods. Very 
often we advertise a real estate 
bargain on Sunday and by noon 
on Monday the property is sold, 
so that those who come Tuesday 
and later are too late. In olden 
times if a sale was effected with- 
in a month or two, it was consid- 
ered quick. 

“Our aim is to sell in the short- 
est possible time, because when 
a person once makes up his mind 
to sell his property, he is anxious 
to dispose of it with the least 
possible delay. Our system en- 
ables us to do this and we have 
made records for quick transac 

(Continued on page 12.) 
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THE STAR’S THREE 
“FIRSTS” 


The Kansas City Star has made three absolutely 
unprecedented departures and advances in journalism. 


I. 


The Kansas City Star was the first newspaper to 
issue a weekly edition for 25 Cents a Year—a complete, 
independent edition, too, specially and carefully edited. 


II. 


The Kansas City Star was the first newspaper to 
deliver a full week’s issues—Monday, ‘Tuesday, Wednes- 
day, Thursday, Friday, Saturday and Sunday—for 10 
Cents a Week. 

III. 


The Kansas City Star was the first—and is still 
the only—newspaper to deliver a fully equipped morning 


paper—The Kansas City Times—to its evening sub- 
scribers without increase of the subscription price. 

The first innovation was twelve years old last 
March ; the second was eight years old last April; the 
third #s just one year old. 

The great success of the first two has long been 
apparent, and it is gratifying to be able to assure the 
newspaper readers of the Great Southwest that, with a 
full year’s experience, the success of the Evening- 
Morning-Sunday complete newspaper service has ex- 
ceeded all expectations. 

Originally offered only to The Star’s subscribers in 
and near Kansas City, this combination—13 newspapers 
for 10 cents a week—has steadily been extended to 
other towns, so that now The Times reaches nearly 
three-fourths of The Star’s regular subscribers, and has 
a very much larger circulation than any other Kansas 
City newspaper. 


CIRCULATION GUARANTEED 


EVENING MORNING SUNDAY WEEKLY 
OVER OVER OVER OVER 


105,000 70,000 105,000 210,000 
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tions, all due to judicious adver- 
tising.” 

“Can you ascribe some of your 
success to advertising?” 

“Not only some, but a great por- 
tion of it. From the time we 
organized, advertising has been 
one of the important factors in our 
business, so that at the present 
time we have a special department 
for our publicity and often I find 
the day too short indeed to attend 
to the multiplicity of details which 
arise in connection with the bring- 
ing before the public of the great 
variety of houses, farms, etc., of- 
fered to us for disposal. We never 
refuse to accept anything offered 
us, and by timely advertising, have 
rented or sold many a piece of 
property which had been unoccu- 
pied for months and even years. 
It is all in the proper way to ad- 
vertise and the proper time to ad- 
vertise. The weather affects real 
estate advertising to a great ex- 
tent. To be more explicit. Say 
we have a suburban residence for 
sale and advertise it extensively 
in all of to-day’s newspapers. 
Well, if it should happen to storm 
to-morrow and the next day, the 
advertising will prove unprofit- 
able, as it is almost an impossi- 
bility to make people go to the 
suburbs to look at real estate when 
the weather is inclement.” 

“Aside from your own business, 
are you interested in advertising?” 

“Very much, indeed. We get a 
great many publications in this 
office which are devoted to adver- 
tising, but my favorite is Print- 
FrS’ INK, I look for it every 
Wednesday and read it going home 
in the cars and that night. I then 
bring it back for the use of the 
rest of the people in the office. 
Yes, and many good pointers have 
I received from it. We have sub- 
scribed for it for three years. It 
seems to me there is plenty of 
call for it in Philadelphia to justi- 
fv the publishers placing it on sale 
at the news-stands.” 

The firm of Wynne, Prince & 
Company was established in 1808, 
since which time they have grown 
rapidly so that now they occupy 
nearly all of the fifth floor of the 
Betz Building, opposite the City 


Hall. In addition to this suite of 
offices, they have two branch of- 
fices in the suburbs, one being at 
52nd & Warren streets, West 
Philadelphia, and -the other at 
Wayne & Roberts avenue, Wayne 
Junction; both of which are in the 
central portion of the outlying dis- 
tricts named, and it is the policy 
of the Company to establish addi- 
tional offices in other sections of 
the city. In January 1901, the or- 
ganization was changed from a 
firm to a corporation with a paid 
in capital of $50,000, the present 
officers of which are, Clarence P. 
Wynne, President, Joseph W. 
Prince, Secretary. Frank M. 
Camp, Treasurer, Joseph K. Fin- 
ley, Counsel, John Crawford, Jr., 
Advertising Manager. All are 
young men, progressive, up-to- 
date and hard workers. They are 


held in great esteem in Philadel- 
phia as business men who attend 
strictly to business and who look 
after their clients’ interests faith- 
fully and conscientiously. 


j. 1.3 


_ +> 


THERE is no more uncertainty about 
advertising than there is any other busi- 
ness proposition. It takes skill, brains, 
and experience to produce good results 
in advertising, just as it takes skill, 
brains and experience in every other 
branch of business to makes it win.— 
Adwriter. 

———_~>—"""—"“= 


A ROGERS, PEET & CO, DRAWING—PRETTS 
GOOD. 
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THE DELINEATOR. 


The recent announcement of the 
change in rate in THE DELINEATOR 
is the legitimate result of the in- 
creased circulation. This circula- 
tion has for some time been in ex- 
cess Of 700,000 copies, and adver- 
tisers who have been using space 
in the publication have had the ad- 
vantage of an increased circulation 
at a rate which was far below the 
circulation unit value of one-half 
cent a line per thousand. 

The change goes into effect on 
December 15th, and thereafter all 
announcements in THE DELINEATOR 
will be inserted at $4 a line up to 
and including the September issue 
of 1903; and Five Dollars per line 
beginnirg with the October, 1903, 
issue. Orders received prior to De- 
cember 15, 1902, will be entered for 
insertion up to and including the 
September issue of 1903 at the cur- 
rent rate of $3.50 per agate line; 
and up to and including the Feb- 
tuary issue of 1904 at $4.50 per 
agate line. This gives all adver- 
tisers, who are wise enough to take 
advantage of the limit, an oppor- 
tunity to continue to buy space at 


a rate which is less than one-half 
cent a line per thousand. As a 
matter of fact there is no increase 
in the rate, the unit of circulation 
value remaining the same. Ad- 
vertisers who place their orders 
before December 15th, are getting 
a circulation that all but warrants 
a rate at the present time of $4.50 
a line, and by the time that the 
$5.00 rate is in effect, without 
any great stretch of progression, 
they will buy space at a figure 
lower than the unit rate. The 
great measure of prosperity that 
comes to THE DELINEATOR’S ad- 
vertising columns is a return for 
the prosperity which these col- 
umns have brought to the mer- 
chants who use them. There is 
no publication which has so rapid- 
ly or so largely increased its clien- 
tele of successful advertisers as 
THE DeELINEATOR. This is in itself 
the best evidence that there is no 
publication which can give more 
general satisfaction to the adver- 
tiser who knows how to use intel- 
ligent and straightforward me- 
thods in promoting an honest busi- 
ness which offers for sale any ar- 
ticle which can be used by women 
and in the home. 








Tue DELINEATOR’S circula- 
tion for the past three months 


has averaged 814,254 copies. 


The editions for October and November were entirely exhausted and 
from present indications the December number will be over-sold. 


THE BUTTERICK COMPANY 


JOHN ADAMS THAYER, 
Director Department of Advertising. 


—-@ 
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PHILADELPHIA REAL 
ESTATE ADVER- 
TISING. 

(By John H. Sinberg.) 

Philadelphia has quite a number 
of real estate advertisers, two of 
whom, at least, have become 
known throughout the country, 
and the methods of these two are 
vastly different. I refer to W. 
M. Ostrander, North American 
Building, and Felix Isman, 604 
Chestnut street. Ostrander adver- 
tises constantly in newspapers and 
all sorts of publications. Isman 
uses the newspapers spasmodically 
and resorts to broadside signs and 
posters. Ostrander, in his newspa- 
p-. advertising, confines himself to 
tke classified columns, has his copy 
set in solid agate under one display 
head of “Real Estate Bargains.” 
Isman, in his newspaper advertis- 
ing, is very changeable, and has 
used pages and half pages at vari- 
ous times. Isman has revolution- 


ized real estate newspaper adver- 
tising and his copy has. attracted 
attention everywhere because of 


its uniqueness. And he can afford 
to be unique, as he has handled 
the largest real estate deals in 
Philadelphia during the past year, 
among them being the purchase 
from the United States Govern- 
ment of the Philadelphia Mint. 
* * * 

I started out bv saying that 
Isman’s advertising is unique. 
Here is an instance of it. Us- 
ually when a real estate dealer 
advertises, he calls attention to 
properties he has for sale or rent. 
Not so with Isman. A short time 
ago he used a full page advertise- 
ment in Philadelphia newspapers. 
It contained illustrations of sev- 
eral large stores on Chestnut 
street, each being numbered dis- 
tinctly and the only wording it 
contained was: “Chestnut street 
Properties Rented by Felix Is- 
man.” When he is offered a 
house or store he loses no time in 
tacking his conspicuous green 
signs, and common-sense pro- 
verbs. His poster and sign adver- 
tisements are unique and attrac- 
tive. So much so that one is 
forced to read them. When he 
rents a store and commences al- 
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terations for the prospective tem 
ant he surrounds the place with 
signs, announcing the fact in big 
letters that a tenant has been pro- 
cured by Isman who will take pos- 
session immediately upon comple 
ti_a of alterations. What is the 
result? The number of _ these 
green signs in the prominent sec- 
tions of Philadelphia, in its resi- 
dence and business centers, are’ 
tecoming so numerous that a 
stranger traversing the streets of 
the Quaker City might be led to 
suppose that there is only one real 
estate man in Philadelphia and 
that his name is Isman. But 
though he is not the only one, he 
is by far the most wide-awake 
and progressive. And he has only 
been in the business for himself 
not much over two years, being 
cuite a young man, not yet thirty, 

x * * d 

John S. Serrill, the real estate 
man, who is among the pioneer 
real estate advertisers in the Quak- 
er City, is a regular patron of the 
newspapers and he says that adver 
tising brings him excellent results 
Other advertisers who are regu 
lar users of the daily paper, and 
who run copy similar to Serrills 
and whose cards vary in sizes all 
the way from ten lines single to 
a hundred and more double, and 
who occasionally splurge to a 
half page, are W. Bruce Barrow, 
T. M. Gummey & Company, Wm 
L. Craven’s Sons, W. H. W. 
Quick & Bro., Lewis T. Brooke 
& Son, Wm. H. Armstrong. J.T. 
Jackson, James Myers, Joshua M 
Holmes, W. H. Allen, Bauer & 
Snvder. John Laughran, Lawndale 
Land Company and a few others 
Most of these firms confine their 
acvertising exclusively to th 
classified columns of the newsp 
pers, occasionally using the dit 
play columns with large copy 
in bold type and containing cuts. 

——_~+—)—_—_“—_—— 

EVER LOOK AT IT IN THIS 

LIGHT? 

Space buyers should be as careful # 
examine advertising mediums as 
horse buyer is to convince himself @ 
the soundness of an animal in wind 
limb. In newspaperdom, quality 
quantity of circulation may be 
the wind and limb.—Booklet from Bam 
and Ranch, Dallas, Texas. 
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Five Booklets 


published by the 


MILWAUKEE SENTINEL 


may be had for the asking, viz.: 


Flour or Cereals, which? or Both? 


a study in advertisin*; or the Sentinel’s 


Anti-Substitution Campaign; 


or its reprint of some miscellaneous 


Advertising Chit-Chat; 


or of the little wallet in which are folded a few 


Auricular Confessions; 


or two dozen of our regular Sunday 


Advertising Specials. 


Apply to DEPARTMENT OF PROMOTION. 


ADVERTISING PROPOSALS, in order to be con- 
sidered for this department's budget for 1903, should 


be submitted during the current month. The ap- 
propriation asked for will be a fixed sum. 


CIRCULATION BOOKS, inspected by the 
American Advertising Association, 
always open to parties interested. 


For Circulation Statement, Rate Card and other information, apply to 


Sentinel Company, Mitwaukee 


MANAGERS FOREIGN ADVERTISING : 
WILLIAMS & LAWRENCE, Tribune Building, New York. 
H. B. FRALICK, Westen Representative, U. S. Express Bidg., Chicago. 
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THE COMMERCIAL VALUE tomers. Making things right has a 
OF CHEERFULNESS. whole lot to do with a firm’s suc- 
By Seth Brown. - —- always comes a Fe 
- . . when something goes wrong. e 
He th.” ont fellow to do _— goods delivered are not according 
ness with. Is 18 a strong busi- to order or not up to the sample, It 
ness pull for any man. It is the may pe through no fault of the 
kind of advertising that money will house and is often a whim of th 
not buy, but it can be cultivated customer. However it may cal 
and acquired, “Men are only boys spout the customer wants it made 
grown tall runs the old song. right. If the customer has or 
They are just human beings and 4) inks he has an honest grievance 
it doesn’t make any difference how then js the time to clinch that cus- 
big a man gets in this world he is tomer. It will cost something i 
susceptible to humane influences. In hoth tiese and money, but weed 
this respect the boy on the street pojq you will wom the aa 
selling papers and the millionaire \ pom you impress with the feel- 
stand on the same level. _ ing that you are just and generous 
A good deal has been said about i,3+ if there is any doubt re 
the unusual goodness of some ad- should stand the loss vou ace a 
vertising men. Some attribute willing to allow him = . a 
their success to smartness, some to dissatisfied Di lomac “. thie 
wonderful ability and others to character is Pn. iene tt 
other things. I believe that the leaves a good impression it cm 
ability to understand human _na- safely be done because the annie 
ture, sympathize with troubled of men are honest. They i 
souls, join in their hopes and am- iistaken about their supposed 
bitions has had more to do with trouble but they are generally hon- 
great advertising successes than oct in their convictions. To haggle 
men generally suppose. Cheerful- Gv.+ the matter and then give in 
ness begets cheerfulness. It is grudgingly is bad business. There 
contagious. A steady stream of must be the same anxiety to make 
good nature backed by good busi- good that there is to protect the 
ness sense and a willingness tO house against loss. It is the spirit 
work will do wonders. A stream with which it ie done thet com 
never gets higher than its source. 7 pave known firms to spend thou- 
If the head of the house is sour he cand of dollars in advertising and 
will contaminate the entire working lose its entire force by exacting 
force. : a the last cent in settling disputed 
Now to apply this to advertising. claims. A good man to do bus 
Try as hard as you will you can't ness with is the one who sees the 
cover up the character of your other fellow’s side of things. He 
house. Your advertising will sure- is the one that generally makes the 
ly betray your disposition. I can’t most money 
tell you just how it is done but I i ee 
know it to be a fact. Often it is EXAGGERATION. 
never realized and only when some - 
firm does things that others fail It’s a poor policy to tell an a 
to do, is the difference noticeable truth in an advertisement, even 








by contrast. People don’t like to it does not affect your customers _ 


he preached to. They hate to take pocket-book. A great many mer 
lessons. They enjoy doing busi- chants have a love for large figures. 
ness where it can be done easily, If they receive a hundred pair of 
without a lot of red tape and for- shoes they think it will raise them- 
mality. Large firms fall into the selves high in their customers’ & 
notion that their standing and timation if they advertise that @ 
prestige is of so vast a magnitude thousand pair were received. Thest 
that they don’t need to care how merchants are mistaken. Un 
their customers feel. As individ- all the readers of the statement be 
uals the firm may be composed of lieve it to be true, the exaggeration 
genial men but they frequently will fall short of its purpose. 
overlook the fact that their good quite impossible to fool all the peo 
fellowship never reaches their cuse ple. Perhaps ninety-nine out 
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hundred will believe you when you 
say you received a thousand pair, 
but the one-hundredth person will 
know- better and will tell his neigh- 
bor, who in turn, will tell someone 
else and finally it will become gen- 
erally known that you have adver- 
tised an untruth. You say, how- 
ever, that it would make no differ- 
ence if you should exaggerate on 
a point of this nature so long as 
the price and quality of the goods 
are all right. Perhaps, as you say, 
it would not make any difference, 
but your customers have no means 
of knowing it, and not a few will 
believe that if you tell an untruth 
about the number of shoes receiv- 
ed, that you would not scruple to 
tell an untruth about the price or 
quality of the shoe as well. An 
untruth of whatever nature weak- 
ens confidence, and when a mer- 
chant has lost the confidence of 
his constituents he might as well 
quit business. 

Taytor Z. RICHEY. 

hs> mba 


TuereE is no long distance telling what 
mediums or methods an advertiser should 
use. There are no hard and fast rules. 
—The Mahin Method. 


> 
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N the last Sunday in Octo- 
ber, 1901, the Sunday Chi- 
cago RECORD-HERALD 

had a circulation of 124,460. 


N the last Sunday in Octo- 
ber, 1902, the Sunday Chi- 
cago RECORD-HERALD 

had a circulation of 202,890. A 
gain in the year of over 78,000. 


‘Due to the fact that the people of 
Chicago like The ‘Record-Herald 


HE first nine months of this 
year the Chicago REC- 
ORD-HERALD gained in 


advertising 1,658 columns, 200 lines, 


over the corresponding period last 
year. 


HE month of October over 
last October showed a gain 
in advertising of 246 col- 

umns, 223 lines. 


‘Due to the fact that advertising 
pays in The Record-Herald. 

















THE PRICE 


After December 31, 1902, 
of the 


American 
Ni ewspaper 


Directory 


will be 


len 
Dollars 


for each volume. 

















TORONTO EVENING 


TELEGRAM 
BRINGS RESULTS. 


Mr. PERRY LUKENS, Jr., 
29 Tribune Building, City. 
DEAR Sir: Referring to your in- 
quiry regarding results obtained 
from our 300 lines advertisements in 
the Toronto Evening Telegram, we 
are pleased to state that the re- 
turns were very satisfactory indeed 
to our clients. During the past 
rear we have used the Telegram as 
liberally as most any paper in either 
the United States or Canada. It 
is unquestionably an excellent me- 
dium. Respectfully yours, 
LYMAN D. MorsE Apv'G AGENCY, 
Jas. A. Tedford. 








Circulation of the TELEGRAM 
exceeds 29,O00 daily—and goes 





into 80 per cent of the homes. 














PRINTERS’ INK. 


THE RELIGIOUS PRESS. 


CONSIDERED FROM THE ADVERTISER’S STANDPOINT, 





CIRCULATION RaTiINGsS BASED ON THE OCTOBER, 1902, ISSUE OF 
THE AMERICAN NEWSPAPER DIRECTORY. 





The papers against which no circulation figures are carried out either will 
not or do not furnish information upon which an exact and definite circulation 


rating may be based. 


It has become rather the fashion 
among advertisers to regard the re- 
ligious weekly as a back number, and 
assert that the daily newspaper is the 
best religious paper. Yet the Amer- 
ican Newspaper Directory catalogue 
covers nearly twenty solid pages, and 
enumerates more than a thousand peri- 
odicals classified as religious, counting 
half as many again as the Sunday 
papers and nearly twice as many as 
are devoted to agriculture. They are 
differentiated as Adventist, Baptist, 
Christian Church (first syllable pro- 
nounced Christ), Christian Scientist, 
Church of God (whatever different 
from others that may be), Congrega- 
tionalist, Disciples, Friends, Holiness 
(probably a variety of Christianity), 
Jewish, Latter-Day Saints or Mormon, 
Lutheran, Mennonite, Methodist, Mo- 
ravian, Theosophy or Occultism, Pres- 
byterian, Protestant Episcopal, Re- 
formed Episcopal, Dutch Reform, Ro- 
man Catholic, Anti-Roman Catholic, 
Salvation Army, Spiritualist, Sweden- 
borgian, Unitarian, United Brethren, 
Evangelical, Universalist, Undenomi- 
national, Young Men’s Christian As- 
sociation, Christian Endeavor and Free 
Thought. These papers, like those of 
a secular character, seek advertising 
patronage and were for a considerable 
period the favorite medium with many 
advertisers who kept a keen watch of 
results. That was before the maga- 
zines became so important and popu- 
lar and before the day of the great 
Sunday papers. 

Naturally the tone ‘of the religious 
press ‘is serious. The papers go into 
thoughtful families and have respect- 
ful attention, especially from the 
mothers and more elderly members. 
The circulation of the great majority 
of them is small, and not willingly re- 
vealed; still there are numerous and 


important exceptions, and among these 
are some that have made fortunes for 
their owners and represent great value 
as money-earning properties. They 
are not now as productive in this re- 
spect as they once were, but if Mr. 
Morgan should wish to buy the New 
York Odserver, the Christian Advo- 
cate, or the Boston Congregationalist, 
the price demanded would make him 
open his eyes. 

It is remembered by some that the 
New York World was established asa 
religious daily. This was long before 
Mr. Pulitzer’s day, and it was nota 
brilliant success. Vanity Fair, a paper 
that in the early sixties was something 
like Life or Puck of to-day, contained 
on one occasion a squib (alleged to be 
humorous) that seemed to hit the 
case. It read“ Cheap living—Buy 
the New York World and get bored 
for only one cent.” Aside from the 
Deseret News, the organ of the Mor 
mon Church of Latter-Day Saints at 
Salt Lake City in Utah, there are no 
religious dailies at the present time, 
although in the catalogue of those de 
voted to Judaism two such are men- 
tioned. They probably are not strietly 
entitled to be considered religious pa- 
pers. The religious paper par excel 
lence is issued weekly ; but the semi- 
monthlies, monthlies and quarterlies 
count up a good third of the whole _ 
Only the weeklies are very much 
valued by advertisers. 

Among the class¢s or denominations 
represented by less than a dozen oF 
gans are the so-called Christian Churth, 
Church of God, Friends or Quaker, 
Holiness, Mormons or Latter-Day 
Saints, Mennonites, Moravians, 
cultism or Theosophy, Reformed 
copalians, Anti-Roman Catholics, 
vation Army, Spiritualists, Swede 
borgians, Unitarians, United E 
(Continued on page %) 
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ica] Church, Universalists, Zion Church 
and Young Men’s Christian Associa- 
tion organs. 

The most numerous class of relig- 
ious papers is undenominational, and 
in this class is the largest number of 
prosperous publications with largest 
issues. Second in number are the Ro- 
man Catholic publications, about 150 
in all; next coming the Baptists and 
Methodists, with considerably more 
than 100 each. The Christian Scien- 
tists have 13 organs, Congregational- 
ists 19, Disciples 22, Lutherans 47, 
Presbyterians and Protestant Episce- 
palians about 50 each. The Dutch 
Reformed Church, United Brethren 
and Christian Endeavorers have about 
a dozen and a half each, and Free 
Thought has fully 20 organs which, if 
not religious, are sustained by religious 
thought turned topsy-turvy. 

In these pages the writer has at- 
tempted a slight reference to the com- 
parative importance of each of the 
various combinations which compose 
the catalogue of religious papers and 
to enumerate the publications most 
worthy of an advertiser’s attention. 
He is conscious that he does not fully 
understand all the lines of demarka- 
tion between the different sorts and 
kinds, but after a lifetime spent among 
newspapers he has become aware that 
no one else knows much more about 
the subject or has the patience to at- 
tempt to master it. Every man has 
some reverence for the publications of 
the denomination to which he con- 
tributes and possibly still more for that 
to which his mother was attached, but 
beyond these he has little knowledge 
and less patience or desire to learn. 
Most people seem to think that the 
people of other denominations are to 
a certain extent crazy or demented, or 
positively wicked. A few, of the char- 
itable, realize and admit that each 
separate sect represents a striving after 
that which is good and that no one 
has a monopoly of the straight path. 
In dealing with the different sorts or 
sets of religious papers, it is deemed 
best to consider the largest classes 
first. 


UNDENOMINATIONAL. 


It speaks well for the liberality of 
the religious press and their readers 
that a greater number of the papers 
than belong to any specified denomi- 
nation or sect are undenominational— 
just religious papers and appealing to 
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good people and Christians of all 
kinds. Of these there are issued a 
total of 198 periodicals, of which 
nearly three-quarters are monthlies. 

The most. important weeklies of 
this class are : 


Chicago, Ill.......Missions Vannen, 


16 
Ram’s Horn, ie 
New York City.. 


248,808 


—_—— 


.Christian Herald, 
Christian Work and 
Evangelist, 
Outlook, 
Sabbath Reading, 47 
Witness, 24,827 
Cleveland, O......Union Gospel News, Payee 
Philadelphia, Pa..Sunday Sch’l Times, — 
This is a complete catalogue of all 
the undenominational weeklies be- 
lieved to print regularly so many as 
10,000 copies. It will be noted that 
in the above list neither the New 
York Observer nor the Jnudependent 
has place. They are old papers, influ- 
ential and excellent, but that they, at 
the present time, print so many copies 
as to be entitled to be named here has 
not been ascertained. 


1rI, 


ROMAN CATHOLIC. 


The Roman Catholic periodicals 
number a total of 161. Of these more 
than 100 are issued weekly. The 
most important of these are: 

San Francisco,Cal.Monitor, 25,166 
Hartford, Conn. .Catholic’ Transcript, 24,249 
Notre Dame, Ind. Ave Maria. 24 
St. Louis, Mo Herold -. 
Glaubens, 
Church Smenene * 
Catholic World, 
New York, N. Y..Catholic News, 
Cleveland, ‘Ohio. ..Catholic Universe, 
Philadelphia, Pa. -Catholic Standard 
and Times, 
Young Folks’ Cath- 
olic Weekly, 
Pittsburg, Pa Observer. 
Milwaukee, Wis...Catholic Citizen, 

These are all the weeklies that are 
thought to issue regularly so many as 
10,000 copies. A possible addition to 
the list may be the Boston Pilot, but 
facts to sustain such a claim have not 
been forthcoming. 

ANTI-ROMAN CATHOLIC. 

One weekly and three other periodi- 
cals appear to find an excuse for ex- 
istence under the heading of Anti- 
Roman Catholic, but none seems to 
be of importance. 


BAPTIST. 

The most numerous of all the de 
nominational periodicals excepting the 
Roman Catholic, are issued in the in- 
terest of the Baptists. There are 141 
of them in all, and of these about one 

(Continued on page 22.) 
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THE 


PITTSBURG PRESS 


PAID 
The Iniernational Paper Co. 


$20,143.63 


White Paper Used 
IN OCTOBER. 


All of this immense quantity of paper was used in 
the regular DAILY and SUNDAY EDITIONS 
of THE PRESS in one month. 


TWICE TO FOUR TIMES 


the amount used by any other 
Pittsburg Paper. 











Is it necessary to tell which paper has the 


Largest Circulation in 
Pittsburg P 


Cc. J. BILLSON, Manager Foreign Advertising Dept. 
Tribune Building, Tribune Building, 
NEW YORK. CHICAGO, 
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half are issued weekly, The most 
important are: 
Chicago, Ill Nya Wecko Posten, 
Fulton, Ky Am. Baptist Flag, 
Kansas City, Mo..World and Way, 
St. Louis, Mo.....Central Baptist, 
New York City.... Examiner 
Cincinnati, Ohio. . J’! and Messenger, 
Philadelphia, Pa.. Young People, 92,729 
Dallas, Texas.....Baptist Herald, 26,494 
These are all that are creditec with 
regular weekly issues exceeding 10,000 
copies, and there seems a deficiency 
of proof that the New York and Cin- 
cinnati papers named issue quite so 


many. 


11.720 
12,000 
10,636 

9,413 


METHODIST. 


Aside from the Baptist, Roman 
Catholic and undenominational publi- 
cations, the Methodists are the only 
religious denomination that prints 
more than a hundred periodicals, and 
of these more than seventy are issued 
weekly. The most important are: 


Little Rock, Ark.. Arkansas Methodist, 
Chicago Ill.... .. Epworth Herald, 
orthwestern Chris- 
tian Advocate, 
.- Pentecostal Herald, 
Christian Advocate, 
Christian Advocate 
Christian Advocate, 
-Christian Advocate, 
Epworth Era, 
Christian Guardian, 


10,000 


Louisville, Ky.. 
Detroit, Mich 
New Vork oad ood 
Pittsburg, 

Nashvil e, Tenn. 


27,355 
14,318 
19,622 


Toronto, Ont 22,185 


These are the only weeklies sup- 
posed to issue regularly so many as 
10,000 copies. 


PRESBYTERIAN. 

The Presbyterians issue 51 periodi- 
cals, of which 30 appear weekly, and 
of these the most important are: 
Louisville, Kv....Christian bserver, 
Cincinnati, Ohio... Herald & Presbyter, 
Philadelphia, Pa. . Forward, 

Pittsburg, Pa Christian 

Heral 
Presbyterian Banner, 15,000 
.Cumberland Presby- 

terian, 

These are all that are supposed to 
issue regularly so many as 10,000 
copies. 

PROTESTANT EPISCOPAL. 


There are 61 periodicals issued in 
the interest of the Episcopalians, not 
to mention 2 unimportant ones called 
“ Reformed” Episcopal. The publi- 
cations belonging to this denomina- 
tion are nearly all issued monthly, 
there being but three weeklies in all, 
and of these the only one of prime 
importance from an advertiser’s stand- 
point is: 

New York City .. 19,930 

Under the name of Reformed Epis- 


17.253 


Nashville, Tenn.. 


-Churchman, 
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copal two publications appear, one a 
weekly, the other a monthly, but their 
circulations are not important or con- 
siderable. 


LUTHERAN. 


There are 47 periodicals published 
in the interest of the Lutherans, of 
which 14 are issued weekly. Those 
of largest issue are: 

Chicago, Il Die Rundschau, 
Min’apolis, Minn..Lutheraneren, 12,453 

These are all that have credit for 
issuing regularly as many as 10,000 
copies. 

JEWISH. 


Forty-five periodicals are enumer- 
ated under this heading, of which 7 
are published daily and 28 weekly. 
The largest circulations are accorded: 
Chicago, Il....... 15,594 
18,119 


Israelite, 
Reform Advocate, 
Feat bay x 
ewish Daily ews, 9 
Jewish Heral D.. ; =— 
Volksadvocat,, W.,—-— 
Jew. Abend Post, a 
American Hebrew, 
Cincinnati, Ohio.. American Israelite, 23,459 
Memphis, Tenn... Jewish Spectator, 9.793 


These are all that have credit for 
issuing sO many as 10,000 copies. 
Probably some are not properly to be 
classed as religious papers. 


New York City... 


DISCIPLES OF CHRIST. 


There are 22 periodicals issued in 
the interest of this denomination, of 
which President Garfield was a com- 
municant, and of these 14 are pub- 
lished weekly. The circulations and 
the quality of the papers are some- 
what above the general average of re- 
ligious periodical publications. The 
weeklies of the largest issue are: 


St. Louis, Mo.....Christian Evangelist 21.733 


: Our Young Foiks 21,240 
Cincinnati, Ohio. .Christian Standard, -—— 

No others have credit for regular 
issues of more than 10,000 copies. 


CONGREGATIONALIST, 


Congregationalism once dominated 
New England, and its strength to-day 
is among people of New England 
origin. It numbers in its membership 
a high average of intellectual and 
material achievement. Among its 19 
periodicals 6 are issued weekly. Of 
these the only ones credited with reg- 
ular issues exceeding 10,000 copies 
are: 

Advance, 
Congregationalist, 
Wellspring, 

(Continued on page 24.) 


Chicago, Tl 
Boston, Mass 
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ADVERTISING IN 
THE CINCINNATI POST 
PAYS 


Eleven thousand eight hundred and sixty- 
two inches of local display advertising were 
printed by THE POST during the month 
of October. This was actual local display 
advertising and does not include office, 
reading matter, liner or legal advertising. 
This is 447 inches more display advertising 
than printed by any other Cincinnati daily, 
including the big Sunday editions. 


During October THE CINCINNATI POST 
printed 5,639 inches of foreign display adver- 
tising. This is also more than was printed 
by any other Cincinnati newspaper. 


In October, 1902, THE CINCINNATI 
POST published over 3,000 inches more dis- 
play advertising than it did in October, 1901. 


The other three newspapers which with 
THE POST comprise the Scripps-McRae 
League: THE ST. LOUIS CHRONICLE, 
THE CLEVELAND PRESS, and THE 
COVINGTON KY. POST made wonderful 
increases during October, over a year ago, and 
are receiving more advertising patronage than 
ever before in the history of these newspapers. 


Address the foreign advertising department 
for rates, etc. 


D.J. RANDALL 1,8. WALLIS 
Tribune Building, Hartford Building, 
q NEW YORK. CHICAGO. a 
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YOUNG PEOPLE’S SOCIETY OF CHRIS- 
TIAN ENDEAVOR. 

This great society issues 18 periodi- 
cals, of which 16 appear monthly and 
are unimportant. Its two weeklies, 
on the other hand, are exceptionally 
strong and important : 

Boston, Mass.....Christian Endeavor 


or. 
Cincinnati, O.....Lookout, 


ADVENTISTS. 

This denomination, looking for the 
second coming of Christ at an early 
but not at present definitely fixed day, 
issues 15 periodicals, of which 11 
appear weekly. The only one be- 
lieved to issue so many as 5,000 copies 
regularly is: 

Oakland, Cal.....Signs of the Times, 
UNITED BRETHREN IN CHRIST. 
Fifteen periodicals are issued, of 

which six appear weekly. Of these 

but two get credit for regular issues 
exceeding 5,000 copies. These are: 

Dayton, Ohio.....Religious Telescope, 19,415 

Watchword, 22,300 

CHURCH OF CHRIST (CHRISTIAN 

SCIENTIST). 


This newest denomination issues 
periodicals containing the unlucky 
number 13, of which 5 appear weekly, 
but none gets credit for issuing regu- 
larly so many as 5,000 copies. 


OTHER DENOMINATIONS 
AND ISMS. 


Besides those named, there are 18 
other denominations issuing from one 
to a dozen periodicals each, and may 
be dealt with in a bunch about as fol- 
lows: 

REFORMED CHURCH (DUTCH REFORM). 
This conservative, wealthy, old-fash- 

ioned denomination issues a dozen 

periodicals weekly, bi-weekly, monthly 
and quarterly. The only one having 
credit for regular issues exceeding 

5,000 copies is: 

Reading, Pa Ref’d Ch’ch Record, 5,006 
LATTER DAY SAINTS (MORMONS). 
Issues 11 periodicals—1 daily, 1 

semi-weekly, 4 weekly, 1 semi-monthly, 

4 monthly. The average circulations 

are exceptionally large. The most 

important, however, far and away, are: 

Salt Lake City,Utah.Deseret Evening 

ews, D., 4,802 
Deseret News, W., 21,006 

OccuLTISM and ‘l'HEOSOPHY have 

9 periodicals, none of very great im- 


97,480 


28,505 
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portance from an advertiser’s stand- 
point. 

HOLINESS, whatever it may mean, 
is represented by g periodicals. The 
only one having credit for issuing so 
many as 5,000 copies is : 

Chicago, Ill...Christian Witness and Ad- 
vocate of Bible Holi- 
ness, Weekly, 8,048 

FRIENDS (Quakers) : This sect, once 
so important in Pennsylvania, where 
it was brought by William Penn, 
seems to be going or to have gone 
out of fashion or out of business. 
Their peculiar dress and speech are 
rarely seen or heard nowadays. They 
issue 8 periodicals, of which 4 appear 
weekly, but none gets credit for issu- 
ing so many as 5,000 copies. 

MENNONITES: Issue8 periodicals, 5 
of them appearing weekly, but none 
gets credit for issuing regularly so 
many as 2,000 copies. 

SPIRITUALISTS: Issue 7 periodi- 
cals, of which 3 appear weekly, but 
none gets credit for issuing regularly 
sO Many as 5,00C copies. 

SWEDENBORGIANS: Issue 5 period- 
icals, none of which is important from 
an advertiser’s standpoint. 


YOUNG MEN’S CHRISTIAN ASSOCIA- 
TIONS. 

Seven periodicals are issued as or- 
gans of this excellent work, but none 
is of special importance to advertisers. 

CHURCH OF Gop: Differing doubt- 
less in some way from other Christian 
people, prints 6 periodicals, 2 of them 
appearing weekly, but none getting 
credit for regular issues of so many as 
2,000 copies. 

UNIVERSALISTS: Said to expect 
that all mankind will be saved, while 
other denominations “ hope for better 
things,” issue 5 periodicals, of which 2 
appear weekly, but none gets credit 
for printing regularly so many as 3,000 
copies. 

UNITED EVANGELICAL CHURCH: 
Doubtless distinct from other evangel- 
ical organizations which often appear 
to be disunited; issues 4 periodicals, 
3 of which appear weekly, and one is 
credited with printing more than 7,500 
copies. 

Harrisburg, Pa... . Evangelical, 

CHRISTIAN CHURCH: Pronounced 
Christ-ian* issues three monthlies, no . 
one of which is of special importance 
from an advertiser’s point of view. 

SALVATION ARMy: Issues three 
weekly publications ; not supposed to 











PRINTERS’ INK. 25 


have any very numerous paid sub- JUVENILE—CHILDREN AND YOUNG 
scription list or sustained circulation. PEOPLE. 

MORAVIANS:, Issue 2 weeklies of 
very moderate circulation. 

UNITARIANS: Claiming generally to 
be the most reasonable and most in- 
tellectual of the Protestant denomina- 
tions, but not exhibiting any very 
healthy growth; have 2 periodicals, 
one of which is issued weekly, and an 
excellent paper of its kind: 


Quite apart from the religious press, 
yet more nearly akin than to any other 
classification, are the 61 periodicals 
devoted to the amusement and in- 
struction of children. They are of a 
high moral tone, and among them are 
some of the choicest advertising media 
known—notably the Youth’s Compan- 
zon, published at Boston. Its exact 
Boston, Mass.....Christian Register, 9,334 Circulation is not readily ascertained, 

Zion CHURCH: Having the small- but it appears to be sufficient to secure 
est periodical representative; issues and keep a great advertising patronage 
at Chicago, Ill, a single weekly called at a gross price of no less than $4 for 
Leaves of Healing, but if it has any each agate line making a single inser- 
circulation the editor of the Directory tion of a single inch of space cost no 
does not appear to have found it out. less than $56. Below are enumerated 

aes all the young people’s periodicals 
FEES THOUGHT. credited with issuing regularly more 
Twenty periodicals, six of which ap- than 5,000 copies: 


pear weekly, are enumerated as being Chicago, I!l....... Little Chronicle,W., 8,047 








devoted to Free Thought, and al- Elgin, el sete ) Nanya mate flap | 
. = akpark, Ill...... tar-Monthly, a yt 

though practically opposed to religion Boston, Mass..... Youth’s Comp’n,W., = 

in the abstract, yet certainly have re- : Young Idea, =M., 6,740 

ligious thought very much in mind. Fall River, Moss, Sunline, M., 20,912 

These publications can hardly be Salem, Mass...... Little Folks, M., 


E St. Louis. Mo..... Our Y’ng Folks, W., 21,240 
called either prosperous or popular. New York, N. Y..St. Nicholas, 'M., 


The single weekly to which a circula- Dayton, Ohio..... Young Catholic Mes- 


. : : . senger, S-m., 20,291 
tion of more than 4,000 copies is ac Greenville, Pa.... Young Lutheran,M., ~- 














corded is: Philadelphia, Pa.. Forward, W. 187,885 
' olden Days, - 
Lexington, Ky....Blue Grass Blade, 4,302 Young Folks’ Cath: 
RECAPITULATION. olic iy ne 16,731 
o Young People, W., 92,729 
Among all the more than 1,000 re- Milwaukee, Wis..Our Y’ng People,M., 
ligious periodicals it may be stated oe 


that 9 weeklies have circulations ex- Success in business depends 
ceeding 50,000 copies and are the fol- upon the seriousness with which 


lowing : it is taken. Grimaldi made fame 
Chris’n Herald.N. ¥., Undenom.,W. 248,808 2nd fortune out of jesting, but 
Forward....+s. Phila., Presby’n, W. 187,885 he was the supreme corypheus of 


Sab’th Read’g.N. Y., Undenom.,W. 111,547 " : 
Chr.End.W'ld.Boston, Chr. End.'W. o7sso clowns. In common terms life 
Young People..Phila., Baptist, 'W. 92.729 May be said to be composed of 


aCeep. yo tag or my 61,371 earnestness of purpose. The fel- 
pw’th Herald. Chicago, Me ist, W. . ° 
Sis Nem..aoiede Velen. - low who takes hold with a will and 


S. S. Times....Phila., Undenom.,W. ——— holds on is the one who wins. 















Mr. M. LEE STARKE, 
Tribune Building, New York City, N. Y. 

DEAR SIR: My admiration for The Washington 
Evening Star is of long standing, and my estimate of 
it is briefly summed up thus: 

First: It is the best evening mewspaper in the 
United States. Second: Covers its field more com- 
pletely than any other paper, with the possible ex. 
ception of The Kansas City Star. Third: Occupie- 
the handsomest newspaper building on the continents 
Fourth: One of the best paying newspaper properties 
in the country. Yours very truly, 


THE PABST BREWING CO. 
J. R. KATHRENS, 
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RECORD OF SEPA 





Sunday, November 9: 
PLAIN DEALER, 1280 
CLEVELAND 
LEADER. -- O02 


Plain Dealer’s Lead, 154 Per Cent. 


Newspaper “Want” Adverti 





CHARLES J. 


MANAGER FOREIGN 


Tribune Building, New York. 























IN 
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sing Lead 








RATE “WANT” ADS. 








Sunday, November 16; 
PLAIN DEALER, 1304 
CLEVELAND 
[EADER --- 480 


Plain Dealer’s Lead, 168 Per Cent. 


sements Prove Circulation. 





BILLSON, 


ADVERTISING DEPT., 





Tribune Building, Chicago. 














28 PRINTERS’ INK. 
THE “REALTY TRUST” OF 
NEW YORK. 


Modern real estate advertising, 
like any other class of newspaper 
announcements, requires an expen- 
diture of brains as well as money. 
Owners, dealers, brokers and 
agents all are slow in realizing this, 
but they are awakening to the fact 
that the exercise of judgment and 
careful thought in the preparation 
and placing of real estate advertise- 
ments bring the looked for results. 
Compared with the simple, brief 
announcements usually made by 
persons engaged in the real estate 
business—a few lines in small type, 
in one or twonewspapers—the mod- 
ern ads, with illustrations and big 
display type, and prepared by ex- 
pert adwriters, are worth serious 
study. These big ads call for large 
expenditures of money and capital 
as well as nerve, and good judg- 
ment is requisite in up-to-date real 
estate advertising. Perhaps the 
best illustration of modern real es- 
tate advertising is given by Realty 
Trust, a large corporation having 
its principal offices in the Realty 
Trust Building. in the heart of the 
real estate district, Nos. 60, 62 and 
64 Liberty street, New York, and 
branch offices in various parts of 
Greater New York and in other 
cities. Realty Trust was incorpo- 
rated in 1896 and acts as guaran- 
ty-trustee between owners and pur- 
chasers of real estate. Under its 
trust agreements large interests are 
consolidated, and the capital em- 
ployed is $2,500,000. Its signature 








which is used in all of the com- 
pany’s advertisements and printed 
matter, is widely known. This is 
“a trust for the people,” and its 
business is with the people—the 
people who purchase houses for 
their own occupancy and who buy 
lots for investment and for future 
improvement. It will be seen at a 
glance that a business of this char- 
acter must be advertised broadly 


and intelligently. To reach and at- 
tract certain classes of the great 
public, and interest them in a defi- 
nite, personal way so that they will 
see and grasp the opportunity to 
invest their money judiciously 
either in a home for themselves 
or in lots for investment, is no 
trivial matter. Because Realty 
Trust is doing this, and doing it 
satisfactorily to themselves and to 
their customers, something about 
their methods must be of interest. 
A representative of PRINTERS’ INK 
had a pleasant chat with the man- 
ager of Realty Trust the other day 
and obtained some valuable hints 
and suggestions on the subject of 
real estate advertising. Although 
several of the officers of the com- 
pany have had considerable adver- 
tising experience, they do not han- 
dle this very important branch of 
their business alone. They have 
the assistance of one of the largest 
and most prominent advertising 
agencies in the preparation and 
nlacing of their advertisements. No 
new line of advertising is under- 
taken without proper consideration 
as to its probable results and not 
only is the subject matter as well 
as the display of the advertise- 
ment studied and approved by the 
several persons who have this mat- 
ter in charge, but the list of publi- 
e‘tions in which it is to appear is 
carefully scrutinized. This is im- 
portant, not only because care in 
these matters saves money, but be- 
cause time and opportunity to do 
business are saved as well, and 
these often are worth more than 
the money wrongly expended. 
Realty Trust has always been a 
large advertiser. The business has 
been built up on advertising. This 
company knows that advertising 
pays, because it has paid. In years 
past, however, it did not always 
get the best results from adver- 
tising, because there is always 
something to learn in advertising 
and the company ‘has been Iearn- 
ing. It has increased its knowl 
edge of advertising; it knows 
what the public wants, how 0 
reach the public and what to say 
and to-day Realty Trust stands im 
the forefront among real estate ad- 
vertisers, It may ‘be said here 





> woe @2 =e /K .W... 





PRINTERS’ INK. 







































































Clubbing Rates for Autumn of 1902 


PRINTERS’ INK will be sent to any 
address from now to January 6, 1904, 


PRINTERS’ INK will be sent to 
any address for five years, from 
now to January 1, 1908, for Ten 































































































Five copies of PRINTERS’ INK or- 
dered by one person, but sent to five 
different addresses if desired, will be 
sent from now till January 6, 1904, for 


Any person‘securing fifty dollars for 
subscribers, on the terms specified 
above, may deduct twenty dollars as 
commission and remit 
thirty dollars in full settlement. By 
these terms a payment of thirty dollars 


One subscription for PRINTERS’ INK 
Twenty-five subscriptions for PRIN- 
These terms hold good until Decem- 


This offer is favorable for advertis- 
ing schools who wish to present their 
pupils with a year’s subscription to 
PRINTERS’ INK, and for newspaper 
men who wish their local advertisers 
to read PRINTERS’ INK regularly, and 
thereby become more intelligent and, 
therefore, more liberal users of adver- 


Canvassers may have sample copies 





PRINTERS’ INH, 
10 Spruce Street, 





however, that advertising alone 
will not build up such a business 
as that of Realty Trust. Back of 
it and underlying it must be solid 
financial responsibility and fair and 
liberal treatment of customers. Es- 
pecially is this true with a com- 
pany a part of whose business is 
selling Greater New York real es- 
tate to persons in far uway cities. 
There must be that in the character 
of the company, its representatives 
and the properties offered for sale 
7 that will give confidence to intend- 
ing purchasers. One of the strong 
: points of Realty Trust’s business is 
. that of the many larger properties 
it has on the market there is not a 
1 foot of a that — = 
burden of a mortgage. otwith- . 
“ standing it is generally considered for Five dollars. 
. that the fall real estate season is 
f gid Realty Trust . continuing 
its advertising in as large a way 
, as during the best part of the sea- | dollars. 
2 son, and the results warrant the 
d company in adopting the course, so 
lo contrary to the usual custom. An- 
ms other lesson from this company is 
a that a big advertisement can be de- Ten dollars. 
ot pended upon to bring double the 
ell number of inquiries as one half the 
a size, and as a result of this ex- 
he perience increased space is being | an agent’s 
“ used. The advertising mediums 
yli- used by Realty Trust are the daily | th 
is newspapers. Other mediums have | will secure 
i been tried and abandoned, and now 
in all of this company’s advertising | for twenty-five years or 
oa goes to the dailies. The principal 
do New York papers, both morning | ygrs’ INK for one year. 
al and evening editions, get a share 
hen of this advertising, and in other ber 31st, 1902, and no longer. 
ied. cities where this company has 
er branch offices only the daily news- 
has papers are used. Display advertis- 
This mg is used. Reading notices are 
sing considered valuable as an adjunct, 
an but the company does not believe 
ways they can in any way take the place 
iver- rng —_ ~~ _——-- 
. as been shown that the] ,-_. 
vine same ideas worked up in various —— 
_— orms of writing and display, bring f heat 
ol the best results. _ The “120 Pay- | free on application. 
nows a Plan.” originated by Realty 
y 10 tust, has been popularized by this | Address all communications to 
Day method, and although this is ad- 
‘ds if Vertised week after week in the 
— same papers there is no falling off 
in replies, 








NEw YORK.. 
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CO-OPERATIVE REAL_ ES- institution, and in the event of dis- 
TATE ADVERTISING. solution of the Equitable Loan 


Company the transaction is carried 
_ A new factor that has appeared on te its completion. The life in- 
in the real estate advertising field J el 
. : : _on. surance, together with fire insur- 
during the past year is the co-op- * ied j , : 
erative real estate company. The @"ce, are carried in other com- 
co-operative buying of homes is no Panies. ’ 
new thing in the world, for build- | While the Equitable Loan Com- 
ing and loan associations and sim- pany is not in the real estate busi- 
ilar institutions have been in ex- ness, and does not even aid in 
istence more than a century, both the selection of the property upon 
in England and the United States. which loans are made, other than 
But until the appearance of the to act as appraiser, the advertis- 
co-operative companies now most ing by which the plan is now being 
active in Chicago this form of exploited is practically real estate 
real estate transaction had been advertising, as the company offers 
wholly passive—never exploited facilities for helping people of 
through newspaper or other pub- moderate means secure homes, and 
licity. The Chicago companies of- makes its appeal along the usual 
fer several plans. One of the lines. This company was organ- 
most attractive is that of the ized in July, and began advertis- 
Hauitable Loan Company, Stock ing in September, using Chicago 
Exchange Building, that city, daily papers. 
which includes a loan upon a “Thus far we have used the 
home and a life insurance policy American, Record-Herald and In- 
that guarantees the completion of ter-Ocean,” said one of the officers 
payments in case of the investor’s to a Printers’ INK reporter. “We 
death. A man paying rent at the have not used the News, Chronicle 
rate of $20 per month, for ex- or Tribune because none of these 
ample, can make application to the papers will permit us to print half- 
company for a loaf of $3,000. tones in their classified columns. 
When this application is approv- We deem the halftone view of 
ed the borrower undergoes a phy- houses that borrowers are actually 
sical examination, and if found a living in and paying for the 
fit risk his application is filed. very best argument that we can 
About a year is required for the advance, and unless we can print 
loan to mature, during which them the space is unprofitable 
period the applicant pays $7.80 Halftones can be used in the dis- 
monthly. When the loan matures play columns of these papers, of 
he selects property to the value of course, but we do not want to use 
$3,000, and when this property is the display columns. When a maf 
aporaised he receives $3,000 in has determined to buy a home he 
twenty monthly payments. After begins reading the classified real 
his loan matures his monthly pay- estate ads, and they are worth 
ment advances to $16.80, which he ten times ‘as much to the real estate 
pays for twenty years. No inter- advertiser as the display columns, 
est is charged upon his property, unless he can use immense spaces. 
which may be located anywhere, The American, Record-Herald and 
and be either a city house or a Inter-Ocean have brought excel- 
farm. In addition to reducing his lent returns—especially the Ree- 
rent and living in his own home ord-Herald. The Post reaches 4 
he carries a life insurance policy class of investors that we do not 
which protects both himself and regard as desirable—persons of 
the Equitable Loan Company. In means sufficient to invest in oil 
the event of his death the amount and mining stocks, and wh 
realized from this policy is applied would not be likely to take up a 
to paying off the loan, and any installment proposition. The same 
cash residue is paid to his widow may be said of the Chronicle. The 
or heirs. By an agreement with various companies now engaged it 
the Royal Trust Company, of Chi- this co-operative business in (hi 
cago, all money is paid into that cago have entered into a sort 
r (Continued on pages) 















































PRINTERS’ INK. 3 





F. W. KELLOGG. L. V. ASHBAUGH. B. D. BUTLER. 


October, 1902 


WAS ANOTHER 


Banner Month 





THE 


pes MOINES J 


pall Nbys 








ek Combined Circulation 
pally Na 


OCTOBER CIRCULATION 
The St. Paul DailyNews, - 31,764 
The Omaha Daily News. - - 34,065 
The Des Moines Daily News, 38,620 


The Kansas City World, - 60,398 
Total, - - 164,847 








Daily Average 





Total advertising ‘earnings (local and foreign) were the largest in the 
history of the papers. Here is 


Our Cain in Foreign Advertising: 





1902 190% INCREASE PER CENT. 
LINES LINES LINES INCREASE 
The St. Paul Daily News, 76,842 35,391 41,451 117 
The Omaha Daily News, 87,481 32,664 54,817 i167 
The Des Moines Daily News, 92,824 64,475 28,349 44 
The Kansas City World, 73,536 29,623 43,913 156 
Totals, 330,683 162,153 168,150 


a tell the story of progress. Every paper in our 
These Figures combination is making solid and substantial 
ted growth along conservative lines. The Middle 
West is prosperous and we are getting our share of it. 
THE KANSAS CITY WORLD in November will show even greater gains than it 
didin October. It guarantees to exceed 60,000 bona fide daily averagecirculation. 
THE OMAHA DAILY NEWS this week (Nov. 15) has passed the 35,000 mark 
in circulation. Our new Goss “Quad” press can print the papers. It leads 
all other Nebraska newspapers by over 5,000 circulation. 
THE DES MOINES DAILY NEWS has gained steadily each month in circula- 
tion and advertising since we bought it last June. It has the largest paid cir- 
culation of any paper in the world published in a city of less than 100,000 
population. 
THE ST. PAUL DAILY NEWS stands second in its field. It is growing faster 
any paper in the Northwest. The new presses will be in operation this 
week, The new “News” Building is a model newspaper office. 








In these newspapers sworn daily statements of guaranteed circulation are 
printed. It is our policy in business to give the advertiser what he pays for. These 
papers have one rate only—a Flat Rate, based upon actual circulation. Agents 
are authorized to absolutely guarantee these circulation claims at all times. 











FOREIGN ADVERTISING DEPARTMENT 
B. D. BUTLER, Manacer. 
62 TrRipuNe BLoG. New YORK. 70S Boyce Bina , CuHicaco 
Te... 2807 Jon, TEL. 481 CenTeat, 
JAS. F. ANTISDEL. CHAS. D. BERTOLET, 
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loose agreement by which any 
advertising experience or informa- 
tion acquired by one is put at the 
disposal of all—an excellent ar- 
rangement by which all save 
money and each is enabled to di- 
rect its advertising intelligently. 
This plan has worked so well in 
the past year that I wonder it is 
not adopted by other advertisers 
who have interests in common. 
It is our combined experience that 
display advertising is not so good 
as classified advertising—it has 
been proved again and again. And 
the latter must have pictures. 
There is nothing on earth that will 
attract so quickly as a picture, pro- 
vided it is apropos. For our own 
campaign we have made a gener- 
ous use of literature. Of course, 
we are only a few months old, but 
in that time we have sent out 
thousands of circulars broadcast, 
both in answer to inquiries and by 
means of house-to-house distribu- 
tin. At present we are preparing 
booklets and other more elaborate 
matter, all to be printed upon 
good paper and executed in the 
best manner. Billboards are not 
profitable, as we cannot tell enough 
of our story upon them, and car 
cards are ineffective for the same 
reason. Several companies have 
made fair trials of car cards, and 
decided against them. The man 
who wants to own his own home 
will read extended arguments— 
in fact, nothing else will begin to 
satisfy him. Billboards and car 
cards are excellent for some prop- 
ositions, but it is my experience 
that they have no place in a real 
estate campaign. A peculiar feat- 
ure of our advertising is the sup- 
ervision exercised over it by the 
Royal Trust Company. This com- 
pany, as trustee, receives all money 
and passes upon transactions, and 
our liabilities to it are such that 
this supervision is necessary. Each 
newspaper ad, booklet and circular 
that we send out must be ap- 
proved. The co-operaftve plan is 
meeting with great favor in Chi- 
cago, and is now spreading. Mich- 
igan has several new companies, 
there are others in Missouri, and I 
hear that one is being organized 
in New York. The co-operative 
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plan is the legitimate successor of 
the building and loan association. 
Bv that plan the borrower paid 
$1.25 a month for ten years per 
$1,000, while by the co-operative 
plan he gets the same amount for 
$1,100, with twice the time to pay 
it in.” 
a eee ee 
WHY THE JUNIOR CLERK WAS 
PROMOTED. 


A business firm once employed a 
young man whose energy and grasp of 
affairs soon led the management to pro- 
mote him over a faithful and trusted 
employee. The old clerk felt deeply 
hurt that the younger man should be 
promoted over him and complained to 
the manager. Feeling that this was a 
case that could not be argued, the man- 
ager asked the old clerk what was the 
occasion of all the noise in front of 
their building. The clerk went forward 
and returned with the answer that it 
was a lot of wagons going by. he man- 
ager asked him what they were loaded 
with, and again the clerk went out and 
returned, reporting that they were loaded 
with wheat. The manager then sent 
him to ascertain how many wagons there 
were, and he returned with the answer 
that there were sixteen. Finally he was 
sent to see where they were from and 
he returned saying they were from the 
city of Lucena. The manager then 
asked the old clerk to be seated, and sent 
for the young man and said to him: 
“Will you see what is the meaning of 
that rumbling noise in front?” The 
young man replied: “Sixteen wagons 
loaded with wheat. Twenty more will 
pass to-morrow. They belong to Ro 
mero Co., Lucena, and are on their 
way to Marchesa, where wheat is bring- 
ing $1.25 per bushel for houtinge? The 
young man was dismissed and the man 


Oger , turning to the a ae said: 
‘My friend, you see now why the young- 
er man was promoted over ou. ile 
igan Tradesman. 


CATCH LINE OF WELL KNOWN 
SOAP AD 


ILLUSTRATED, 





” 
“PITS EVERY HAND. FIT FOR ANY HAND 


—FAIRY SOAP, 
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LARCEST CIRCULATION IN NEW JERSEY 
AND STILL GROWING. Read the Circulation Figures of 


™ Newark Evening News 


For the First Ten Months of 1902. 


The News circulates through _ pampe northern part of the need and all along the Jersey coast. 
‘kh class two-cent newspape 


= Newark aaa News 


Is now a litt’e more than one year old and is rapidly increasing in circulation at the popuier 
price of two cents. 1t is pre-eminently the best two-cent Sunday newspaper in the United 
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ne get. circulation during Janu'y, Febu’y, March ey May June, July, Aug.. Sept. and 

Oct., 2, 12,818,688. Daily average. 49, 493 net *** New Year’ 8, 4th of July. 
ples, waste, unsold and returnable copies not included in this statement, which is the 

net c ulation. 
Total run during January, February, March, April, May, June. July, August, September and 
October, 1902, 13,635,642. Daily average, 52,647. 
State of New ng nay & County of Essex, ss WILLIAM P. HENRY, peing | sworn, deposes 

and says that he is the Business Manager of the NEWARK EVENING NE at | the above = 

given statement of a actual net circulation of the NEWARK EVENING N NEWS 

months of Jan ruary, March, April, May, June, July, August, mes | x and ¢ 

ending Fri: day October 3 Sist, 1902, is true. HENRY. 

{L. 8. ” subscribed and sworn to before me this Fifth Deve of November. & D. 1962 

ver Notary Public 


M. LEE STARKE, Manager Ceneral Advertising, 
TRIBUNE BUILDING, NEW YORK. TRIBUNE BUILDING, CHICAGO, ILL. 
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OUR ee FICE POST- 


MILWAUKEE, Wi ow ‘Oct. ry 1902. 

Messrs. Geo. P. Rowell & C 

GENTLEMEN—In looking = “the entry 
for the Living Church in your Newspa- 
er Directory, we find it is entered as 
Milwaukee. It would be a convenience 
to us if this might be transferred to 
Chicago, as our advertising office, which 
is practically the only department of 
the business interested in a Direc- 
tory, is in that city, and the delay of 
having advertising correspondence come 
to this office and then forwarded is 
sometimes a great inconvenience and 
quite annoying. Mav not this change 
be made in the next issue? 

Very trulv yours, 
THe Younc CHURCHMAN Co, 

While considering the above, 
PRINTERS’ INK’s attention was di- 
rected to the September issue of 
a magazine called Terrestrial Mag- 
netism and Atmospheric Electric- 
ity, an international quarterly jour- 
nal, announced on its first cover 
to be conducted by one, L. A. 
Bauer, of the Coast and Geodetic 
Survey, at Washington, D. 
published by the Johns Hopkins 
Press of Baltimore, Md., and 
“entered as second class mail mat- 
ter” at Cincinnati, 
_ A_reporter was sent to make 
inquiry of the first assistant post- 
master, of the New York post- 
office, with a view of ascertaining 
to what extent this sort of thing 
is permissible under the postal 
regulations. The official promptly 
declared that it was not permissible 
and expressed the opinion that 
there was either a mistake in the 
imprints above, or else the matter 
had never been brought to the 
attention of the Department. Be- 
ing asked for a copy of the post- 
office regulations applying to the 
mailing of second class periodicals, 
he marked a paragraph particularly 
applying to the case, which read 
as follows: 


Tt must be issued from a known office of publi- 
cation, which is determined to be a public office 
for the transaction of the business of the Bowe’ 
paper or periodical, where orders may re- 
ceived for subscription and advertising during 
the usual business hours; and this office must 
be shown by the publication itself. A publication 
can only mailed by the publisher at pound 
rates at the postoffice nearest its claimed office 
of publication. 


The Printers’ INK reporter was 
again sent to exhibit a copy of the 
American Agriculturist, which is 
actually published at Springfield, 
Mass., but purports to be issued 
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in New York City. On the edi- 
torial page of the Agriculturist 
appeared the words “Entered at 
postoffice as second class mail 
matter.” It does not say at what 
postoffice. The assistant post- 
master was asked: 
ontad de raven, tg state in every jrue that aa 
entry has bee m made,and is the statement ap- 
acne in the Agriculturist such as the rules 
fand (2) is it permissible to es the 
Uimerioan “oriculturist at 8 ringfield A88., 
and mail it there as a New Yor pu lication ! 
In answer the official said, the 
manner in which the Agriculturist 
indicates its entry at a postoffice is 
not in accordance with the law, 
and he handed the reporter a copy 
of the rule which purports to 
cover the subject. It reads: ‘ 
8. The publisher shall, upon the issue of the 
certificate, print ag each cory. of — — 
} A os <a ‘Cnet class matter, 
under act of 
The official did not think the 
practice of the American Agricult- 
urist was legal, but the matter was 
outside of the jurisdiction of the 
New York postoffice, and inquiries 
should be made either at the 
Springfield, Mass., postoffice or at 
the Department in Washington, 
He also stated similar inquiries in 
regard to the above publication 
had been frequently made. It is 
noteworthv that very few publica- 
tions denote entry as second-class 
matter exactly as the rules re 
printed above require. The New 
York Sun makes no_ reference 
whatever of ever having been en- 
tered at any postoffice. It is 
rather evident that postoffice rules 
do not apply to everybody. They 
do, however, get a moderately 
close grip from time to time on 
some people and they suffer unless 
they know somebody in the De- 
partment who will straighten out 
difficulties for them without re- 
quiring them to conform to the 
law. In the case of the Living 
Church, probably a letter to Sen- 
ator Spooner might bring it about 
that the department would permit 
the paper to be announced as being 
published in Chicago, although its 
real office of publication may re 
main at Milwaukee, where it al- 
ways was and is doubtless intend- 
ed to be kept. 


——__+o+ —___ 
ADVERTISING is the greatest busi- 
ness promoting power, 











. 
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T™ BALTIMORE 
AMERICAN 


In Baltimore it’s the American. In Maryland, Delaware, Northern 
Virginia and West Virginia it’s the Baltimore American. 

It was long ago demonstrated to the experienced advertiser that it 
was impossible to cover the States named without the Baltimore 
American. The lesson learned then is remembered to-day, and in 
selecting his mediums for these States the advertiser for profits invari- 
ably puts the Baltimore American at the head of the list. Why? 
Because he knows the results sought cannot be secured without it. 

The Baltimore American goes into more homes, is read by 
more people, and wields a more potent influence than any other news- 
paper published south of Mason & Dixon’s line. 


HERE IS THE 
PROOF 


The Baltimore American is the only newspaper published in 
Maryland, Delaware, Northern Virginia or West Virginia which pre- 
sents sworn detailed statements of its circulation. Its sworn statement 
for nine months, from January 1, 1902, to September 30, 1902, showed 
an actual daily average of 66,586 copies, or tens of thousands 
of copies daily more than is claimed by any other newspaper published 
south of Mason & Dixon’s line. 

The affidavit is proof of the Baltimore American’s \eadership 
as to circulation. 

In the year 1901 the Baltimore American printed more than 
5,000,000 agate lines of paid advertisements, or a million 
lines more than were printed by any of its rivals. 

There is not a single local or general advertiser who, since 1773, 
has sought business in this section who has not used the Baltimore 
American, and its patrons in 1go1 included those of all its rivals. 
The patronage is proof of the advertisers’ regard for the Baltimore 
American. Experience has proved that it brings results. 


IN BALTIMORE IT IS 


T™ BALTIMORE 
AMERICAN 
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Classified Advertisements. 


Advertisements under this nead two linesor more, 
without d y, 26centsaline. Must be 
handed in one week in adrance. 


WANTS. 


HE Cincinnati Trade Revi Review wants writers to 
furnish articles on special subjec' 


HE TIMES-DEMOCRAT, © ees " c. leads 
all semi-weeklies in the State. 


HE CHARLOTTE NEWS nent — list of 
afternoon papers in No: North Carolina. 


A= around printer wanted. State wages de- 
sired and qualifications. SUN, Fulton, Mo. 


\ fone sm. Ranow gee as ad mer. by 
man in retail advertising. 
“G.,” care printers’ I Ink. 


DVERTISING mediums send copy Papene 
mtBy 286 giving rates for — ORTON 
& MALTBY, 286 7th St., Buffalo, 
MORE than 200,000 copies 0 copies of the ae edi- 
tion of the World are sold in Greater New 
York every day. Beats any two other papers. 


w4 sep Soe second-hand make-up turtles, 
h chases adjustable to 8 columns. Ad- 
dress EVE NING TE LEGRAM, West Superior, W is. 


DVERTISING man wants situation. Several 
years’ experience handling Resbheaingene on 
a daily and as adwriter. Three y rs as reporter 
and as printer. “B. D.,” | cane Printers Ink. 


oe pinraetas and experienced 


aon igen of small daily or 
fel. GF. & BURTON, 


urchase after thorough 


Plattsmouth, Neb. 
aiiiemscdh competent newspaper stereo- 
typer to take c of stereotype rooms 
of the TOLEDO BLADE. Good wages and only 
day work. Address “THE BLADE,” Toledo, O 


APITALIST—Have medicine oemees paying 
large returns from Chile, § © 600% profit. 
Want capital to develop other Sp. y bn countries. 
Have 15 years’ experience. Address “ MAC,” 
Printers’ . 
LL Ties circulation managers to write 
gF rices and samples of the ten_ different 
books published by us and written by Murat 
Ha ~y ony A y make € paying premiums. Over 
§,000,000 sold. Enormous demand for his me 
books. THE DOMINION COMPANY, Dept. D 
Chicago, 
RTIST WANTED — A first-class, a)l-around 
commercial artist who can do both pen-and- 
ink and wash co a such aman we have a 
weg ieeare yf pe jon. The work agg 
vertising il ill eons. ee . book- 
lets, etc LEY & JO NSON, 712 
The Spitzer Duilding ney Ohio. 


RACTICAL man, fully competent to take 
charge of printed matter for Jarge concern, 
desires change. n estimate on. arrange. write 
ona ewe booklets, catalogues, or other adver- 
 - oe a engrav'ng and knows 
Ow le 


Has thorough know!- 
edge of color color work. 
“CO ILOR,” & ” care Printers’ Ink. 


O ADVERTISING CAPITALISTS OR 
big Sg ost ADVERTISERS 
I have been making a remedy for 25 years 
which is better than many on which large for- 
tunes have been made by adverti-ing. Would 
like to meet a man or men who would put it on 
the market and who are willing to invest $20,000 
ormore, Address “‘ REX,’ care Printers’ Ink. 
WV 48TED—For New York City and in other 
principal cities of the United States, cor- 
respondents who have the ability and experience 
to write upon commercial, industria! and finan- 
cial advertising topics, including the capacity to 
carry out assignments for interviews. Appli- 
eants must possess the faculty to write terse, 
virile, common sense English—a mind open to 
observeand conceive. Paddersand space wasters 
are not desired. Write to“ A. A. A..” care Box 
672, New York City. giving refererces, short 
sketch of own life, and experience, if any. 
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ANTED—To a sevatune rtaining to 
an aon may be’ greond ana 


ivi 1. and other esse: 
particulars. TAO RE TaN — 
rence Ave., Chicago. 


CLEEF, 6608 St Law. 


ter 
ADVERTISING MEDIA. 


UNLIGHT. Pulls mail orders. 2c. for sam. 
ple copy. SUNLIGHT, Memphis, Tenn. 





ARREN, O., po pulation 15 00. more co; 
every day. THE NEWS covers city aay 
== weer’ inch = day; display advertisi 
2 Se = RP! ise. Brockto in. Mase. 








40% Bangs 5 times 35 aos 25 cents. DAILY ENTER- 
PRISE, Brockton, Mass. Circulation 8.000, 
OPULATION, city of Brockton. Mass.. 40, 

The Brockton ENTERPRISE covers the city. 
39 WORDS, one month, 35c 35c., classified column, 
0 ) Circulation 75,000, "FACTS AND FICTION. 
.. Chicago 
A™ perscn advertising in PRINTERS INK to 
the amount of $10 or more is entitled to re. 
ceive the paper for one year 
HE Jacksonville, Fla.. ely nig Ate. fs the 
Jeading daily newspaper in Florida. Guar 
anteed average sworn daily ¢ ireulation, 7,214. 
OWN TALK, of Ashland. Ore.. guaran 
jarger circuiation than both other “Ashland 
—— That's why our tocal advertising is 
ble theirs. 
'TT’RADE PRESS LIST, Bost Boston, rhows through 
its compiled lists the trade publications of 
the world, under specific headings. A most val 
uabie office reference 
BUYS WHITE’S SAYINGS antii January 
194, a journal of Western advertising. 
filled with original adve:tising thoughts—s ool- 
lar's worth VYHITE’S SAYINGS, Seattle. 
ine Troy (O.) RECORD prints more Want Ads 
than any other country daily on earth—5 
lines (25 words). one week extra lines. 5c, 
display piates. 5c. ; composition. Ec. , circ . 988 


DVERTISERS* GUIDE, Newmarket, N J - 

Circulation, 5,000. Mailed postpaid one 
ear. ¥ Ad rate 10c. nonpareil line 

th. A postal card request will bring sample. 


NY 50c 

list of 100 country papers Jocated mostly in 

York, New Jersey and Pennsylvania. 

UNION PRINTING co. 15 Vandewater bst., N., Y. 

$1 WILL pay for a five-line advertisement 
— weeks 1n 100 cae or Wisco: 


nsin 
weekly Be spapers. O NEWSPAPEK 
UNION, 10 Spruce St..New York. Catalogue on 


application. 
RE YOUNGSTOWN, O.. VINDICATOR lead 
ing newspaper in Eastern Ohio. Daily. Sun- 
— and weekly Circulation statements and 
for space of LA COSTE & MAXWELL. Nas 
pn Beekman Bldg. N Y City 


5 000 © GUARANTEED otis a Beee 


> 
FINDER offers. the ym. 4 the iret Saturday 
every eee Patronized by ali leading mail 
order firms If you are advertising and do not 
eee of the ZATESS eye you are missing 

mething 2 Ask for sample and raten 
THE PATHFINDER. Washington, D.C. 
cnsnntennnsesiijeliibeaicnantimnion 


r line for each insertion in entire 


SUPPLIES. 


s | J D. WILSON PRINTING INK CO. Limited, 
e of 17 Spruce St.. New York, seli more m 
— cut inks than any other ink house in 
"Bpecial prices to cash buyers. 
————— 
CAPS. 
ANBURY HATCO..N Y. 
Caps quick—any ad embroiderec on, 
—__+or—__——__ 
NEW BOOKS. 
F°8: REAL ESTATE MEN: “The Ten Years 
mant,” 12c. postpaid. 


. MONITOR FUB 
Co., 249 E wirth Bt oP Gibeiunatl, © 
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BONDS AND STOCK CERTIFICATES 


ITHOGRAPHED bonds and certificates, re- 
quiring only additions to be made — 
type to comgnete = — in mes desi; & 
for samples. ERT B. G & atho- 
graphers and Printers 105 Wi liam 8t., N 
aoc nena 


IMITATION TYPEWRITTEN LETTERS. 


Pron type by special process rocess. Inserting address 

on oor (which we do if Gover gives 

af Bat character. Prices low. THE 

5 To = aT ERSON CO., Printers, 187 Broadway, 
New ork. . 


—_——~+or—_—— 
BILLPOSTING AND DISTRIBUTING. 


CHEAP METHOD OF ADVERTISING. 

re Advertising matter - all kinds distributed 
n every section of the e represent local 
distributers in small eo ‘as well as in the large 
cities. We. make contracts direct with adver- 
tisers for ‘all the distributers that we represent, 
and can properly handle 100,000 pieces of ad- 
vertising ter daily for different sections of 
the ce it, We Our system is as perfect as we can 
make rad y furnish proof of distribution before 
it demanded. Will give bond for the 
fe hful * steeribution of all advertising matter. 
are interested, let us send you further 

aie Fmd 


E. 8. HORN ADVERTISING ASSOCIATION, 
1193 a New York, 





REAL ESTA ESTA TE. 


EAL ESTAT® AGENTS—Inclose stamp 
special proposition bearing on plans Pach 
insure positive and Fe sales of farms. No 
prone? too Cistant to handle. No 93 an 


swere 
C. H. LLOYD, 114 Nassau St., N. Y. 


> 


OFFICE SUPPLIES. 


EAL ESTATE BROKERS NEED RUBBER 

STAMPS. a price 10c. aline. Postage paid. 
Cushion stam . line. Others get 25c. Speci- 
men type boo Stationery catalogue also. 
Blanks. am "Township ete.; Pocket Maps. 
Everything you need Proms atiention tc 
smallest order. 14 karat Gold Fountain Pen, 
warranted, $1. E. ORDER, Jobber in Of- 
fice Supplies, 149 Washington St., Chicago. 











—+<>>—___—_—_- 
PREMIUMS. 


i ge HALSTEAD’S books pane had remark- 
able sales. Over 6,000, id in 6 years. 
Demand steadily increasing. Wel ad. published 
10 different books by this author. Best of premi- 
ums for ne mah rs and wholesalers. Satisfacto- 

ry prices. T. bOMINION CO., Dept. D, Chicago. 


HOUSANDS of splendid ideas for publishers 
and others in our new 3ist annual catal ie. 
prices ; sent free. We are fore- 
most makers and wholesale dealers in reliable 
dowelsy, and all attractive kindred lines. 
8. F. MYEKS CO., 48-50-52 Maiden Lane, N. Y. 
—- + or 


EXCHANGE. 


XCHANGE what you don’t want for some- 
thing you do. If you have mail order names, 
stock cuts or something similar, and want to ex- 
change them for others, put an advertisement in 
INTERS’ INK. There are probably many per- 
sons among the readers of this paper with whom 
you can effect a and advantageous ex- 
change. The price for such advertisements is 
% cents per line eachinsertion. Send along your 
advertisement. 


—_—_—_—__+o» 
COAL AND TIMBER LAND. 


Acwmes (NT or owner of a big tract of coal. iron or 
timberland may prota write descrip- 


tion and oa at once to E. L. MILLER, Seneca, 


———_~+o>———__ 
PRINTERS’ MACHINERY. 


7E BUY, SELL OR EXCHANGE 
rinters’ machinery, material and supplies. 
from all foundries. 
imates cheerfully furnished. 


CONNER. FENDLER & CO., N. ¥. City. 
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PRINTERS. 


+ ee facilities for handli handling weekly pater 
tion; also modern type faces to execute 
work designed by adsmiths. New plant. GIBBS 

& VAN VLECK, 108 Fulton St., New York. 
| at are not satisfied where mos — try -~ 
e do all kinds of book an 
printing pomeny, and aA. #K eNGNION ON 
'RINTING CO., 15 Vandewater St., New York. 


—_+~or+—___ 
FOLLOW-UP SYSTEMS. 


RINTED matter telling all about them free, 
THE =a CO., Muskegon, Mich. 








TRADE Jo URNALS. 


I ARDWARE DEALERS’ MAGAZINE. 
Sample copy 10 cents, New York City. 





FOR SALE. 


HE CHARLOTTE NEWS and TIMES-DEMO- 
CRAT have the largest — in the 
best city and county in North Caro 


dee can bar space in the ee NEWS at 
reasonable rates. It carries more advertis- 
ing than any other North Car Carolina dail 


GPAce for sale in paces | | every issue of FACTS AND 
KR as at 20c. per line, Circulation 75,000 
monthly. pulls results that pay. FACTS 
AND FICTION, Chicago 


Foe SALE—Weekly paper with job office 4 
connection. The combination cleared $2,100 
last peers can ~ gn ng or $3,000 in the next 
ear if properly worke ‘or terms address 
Loc -k Box 218, West Superior, Wis, 











Aue some duplicate fonts, we offer for 
sale or exchange: ‘opper face Long 
Primer, 285 Ibs., $55 ; plain face Long Primer, 
155 Ibs., #30. These figures are extremely low, as 
both fonts are well sd and in good condi- 
tion, LOVELL PRINTING CO, Moorestown, N.J. 


rlwo dots of Long Primer, copper face, 285 Ibs., 
: plain face, 155 Ibs., #30, Both lots in 
excellent condition. Copper-facing costs one- 
more, but makes type last ve ae 
longer. Only reason for selling, have instal 
type-setting machine, LOVELL PRINTING CO, 
Moorestown, N. J 


OR SALE—A four-page Goss perfecting web 
newspaper machine; 10,000 4page papers 

(paper 22x30 inches) per hour. Complete with 
stereotyping machinery 4 iron form tables,melt- 
ing furnace, andin Al order. Cost $5,600. Will 
sell for $1 060, Can be seen runnin; pany day. Just 
the thing for a country daily. Is being taken 
out to make room for a larger and faster ma- 
chine. Address APPEAL TO ‘REASON, Girard, 


HALF-TONES. 


NOOD half-tone at a tow price. STANDARD 
WJ 61 Ann 8t., New Yor! 
| ee copper ee 1-col.. $1; 
0c per in. THE YOUNGSTOWN ARC  EN- 
GRAVING CO., Youngstown, Ohio. 


+o 











TO LET. 
To rg offices at No. 10 oy -. 
00, $400, respectively. ly 


Rent, $600, $ 
to GEO *! ROWELL & CO., owners, ye r) 
premises. 


PREMIUM SOUVENIRS 


Cigar Rox and Letter Openers, Spoons, etc. 


Made From Spike Nails. 

Lom r2cheap. Sample Knife sent for your busi- 
ss card. gents one anted. Write WICK 

HATHAWAY'S FON, 106. Madison, O 
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COIN CARDS. 


$3 F PER 1 Less for more; an 
ie COIN WRAPPER CO.. Detroit, 
CALENDARS. 


OST artistic line of advertisi 
ever offered. Write for price li 
BASSETT & SUTPHIN, 
kman St., New ‘York City. 
LAKGE padand a big ad on our 5}x7 Cal 
endars, ata small pric: .50 for one hun- 
dred, $15 for a thousan oo mailed under 
one-cent stamp. Send 2c. fora sample, LOUIS 
FINK & SON, ters, Fifth and Chestnut, Phil- 
adelphia. 


ADVERTISING NOVELTIES. 


p= CLOCKS, bronze letter openers, ther- 
mometers, etc. H. D. PHELPS, Ansonia, Ct. 


wr not a Reciprocity Puzzle with your ad- 
vertisement on the es ie 18 per thou- 

sand, $30 for two i COMPANY, 
28 School 8t., Bostun, Mass. 


| eg advertising is best secured by 

wane Oe 2 XXth Century Interest st Tables, & 
128 kk reat value to business men. 
H. ARSDAL , 9 Warren se, New York. 


Be? the thing for the real estate (or any 
other) business, our Pocket Wallets at $10 
your advt. mple 2c. 
inters, Fifth and Chest- 


rinti 
Mic. 


calendars 
st. 








Per fhoussnd. includin, 
INK & SON 


nut, Philadelphia. 


Allmercbanta. BUTTONS for nowspepese and 
merchants. Every ad sure of good display ; 
ition, top column. Circulation enor- 
—_ rite for parr (they’re cheap) ST.LOUIS 
BUTTON CO., 620 N. Broadway, St. Louis, Mo. 


[Zz you use novelties, send for sample color 
barometer. It changes color to indicate 

eh he weather. Just invented ; won- 
derfu ly interestin Salesmen wanted every- 
here. J. L. BIED. R, » oe Rialto bldg., Chicago. 





ADDRESSES 1 FOR SALE. 


R_ $5, names and addresses of —_ women 
who send cash for ewes wiul 
. Never used. E, CAMPBK. ae ‘PRINT: 


chea) J. 
ING HOUSE, Des women Iowa. 








BOOKS. 


goo STORE DIRECTORY. 
postpaid. 253 253 Broadway, New York. 
bd. A COUNTRY ! ee a ge 
book for newspaper makers. or’ 
weight in —_ in practical instruction. Subjects 
treated : the man, field, plant, paper, news, head- 


ings, ciroulation, advertising, daily, law ; how to 
make a newsierand better paying oe r; how to 
get news, as circulation. No book like 
it. Saves time, lessens bien l Ting a In- 
dorsed_ by leading new id in 
cloth, $1 postpaid, THE SMINION COMPAN » A 
$34 Dearborn St., Chicago. 


i. 2 
MAILING MACHINES. 
HE DICK MATCHLESS M/ MAILER, lightest and 
F uickest. Price $12. ne VALENTINE, 
Mfr., 178 Vermont 8t., Buffalo, N. Y. 
—_+o+——_—__ 
ILLUSTRATORS AND _AND_ ILLUSTRATIONS. 
SENIOR & CO., ., Wood F. ngravers, 10 Spruce 
e 8t., New York. Service goodand prompt, 
ee 
MULTIPLATE PROCESS PRINTING. 
CLARE & ZUGALLA, good printers, want to 


print for you 5,000 good letter-heads for $8. 
Send for campics, 88 — St., New York. 





BUSI. NESS OPPOR TUNI TIES. 


SMpract well-started trade wate paper 19 good field ; 
ly no com ion a money. 
rice go 000. Address Po M. C.,” Print 3 ” 
BIG CHANCE—Fine trade r, well estab- 
A. meee clearing $7,000 to early. Can 
dA sound, Sellable in I alee 
le inv ent. Ai 
care Printers’ Ink, 


one 
“P.P.,” 





PRINTERS’ INK. 


ADVERTISEMENT CONSTRUCTORS. 


D-RHYMES that have rhythm and life and 
sense. PARK, Caxton Bidg., Buffalo. 


ese FERRIS, his 
918-920 Drexel Suiting, Fame 
Ad-writer, designer, ad 
4 tee ~ py and Holiday cuts for all re- 
il lines. State business for particulars. 
THE ART LEAGUE, New York. 
) a” you want to increase your Mam ORDER 
BUSINESS, Ww: 
SMITH, Box 1990, New York. 


“ing written i ~ ane ere circular advertis- 
written, printed an 
H. LARIM RIMORE, Westerville, Ohio. 


mark, 


MORE, 
| ideal SANFORD KARNS, 
Writer and promoter of profitable publicity. 


571 East Forty-third St., 
Chicago. 


tee years ago 1 began advertising for a lit- 

tle, one-horse manufacturer who had been 

struggling for ten years to get a foo ¥ 
‘0 


tripled ; 
E, Madison, W 


AY. pereue and designers should use this 
column to increase their business. The 
price is only 2 gents a lin line, being the cheapest 
of any medium publ considering circula- 
tion and influence. io of the most suc- 
cessful adwriters have won fame and 4 They e 
e 
began smail and kept at it. You may do li dl 
wise. Address orders, PRINTERS’ INK 710 Spruce 
8t., New York. 


66rHEORY AND PRACTICE OF ADVERTIS- 
ING,” the oany, text book on the subject 
in the world. It has just come from the press 
and over five hundred copies have Lng sold. 
There are fifty complete lessons and -y — 
dix covert all the salient principles of adv: 
tising yy the most successful advertisers of 
The book was written by a scholar who 
was taught in the school of experience. It is 
clear, concise and to the point. The subject is 
pmerg ro so that a busy man can master itina 
short 

Any one who must sarge be copy or plan adver- 
tising or who prepiees oe do so, should bave a 


copy of this boo! for 4 ays 
five cents. GEO. We. Waa pa 

thor, Middleburgh, Po 

> “TELLING »_LITTLE THINGS. 

Tis the little things that “tell” | advertis- 
ing, “ little things” that can be read at a glance, 
plenty sone 4 enough to say all that meee be said— 
not long enough to “ bore” a 
lots of such a ‘fittle things” that will sli slip 
regular 6}¢ envelope—and theymind o 
cipient. Such Mailing Slips, if tactfully written 
and lly printed, are an infallible. antidote 
for oblivion. their persistent use you can 

trifling cost keep yourself ana your is Col 
stantty in minds whose recollection of you at the 
proper moment means an order that otherwise 
goes to the -— who was remembered. I'd be 
glad to se’ a and —_ prices on 
really “ fetohing * sd ‘Mai ng Slips, an do 80 
if you write we a@ letter—not — 
suggests 


“FRANCIS I I. MAULE, 
492 Sansom Street, 
Philadelphia. 





Kee- 
; sales 
nvest- 


No. 19. 








I want to correspond 


with business men who desire carefully pre- 
“err effective advertisin De 

oy eae 6 as —a ing Manager of the 
Natio: ister Co.. "ne Engineering 
Magazine and the Bureau, and in pre- 
paring matter for a of the most prominent 
advertisers in the world, fits me to treat the most 
exacting —_—- clearly and convincingly. 

are moderate. 


Wolstan Dizey, 
ADVERTISING SPECIALIST, 
156 FIFTH AVENUE, - NEW YORK. 


- prices 
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PRESS DAY 
December 3, 1902 


The special issue of Printers’ INK of 
December 10, 1902—Press Day as above 
stated—goes to 3,347 railroad and steamship 
companies, their presidents, general passenger 
and freight agents, to invite them to become 
subscribers to the “ Little Schoolmaster in the 
Art of Advertising.” It will make a total 
issue for that date of over 18,000 copies. It 
is called the transportation number because 
its contents will be devoted to the fostering, 
the betterment and development of such in- 
dustrial advertising which steamship lines and 
railroads are doing and may do for the pur- 
pose of increasing traveling patronage on 
their roads and the exploitation of sections of 
the country, the settlement of localities, and 
other improvements to be gained by judicious 
advertising. This edition goes to parties who 
make now a systematic, careful study of the 
possibilities of modern publicity, and every 
first-class newspaper and magazine should be 
represented in this particular edition of 
PRINTERS INK. It is thought wise to appeal 
to these people just at a time when their minds 
are open and considering new advertising 
plans for the coming year. 


Order and Copy Should be Sent at Once. 


One page $100; half page, $50; quarter page $25 ; smaller 
space pro rata. Twenty-five per cent extra for special 
position, if granted. Five per cent discount for cash with 


order and copy. 
Address 


PRINTERS’ INK 


10 Spruce Street New York 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS, 
@ Issued every Wednesday. Ten cents a 
pn Subscription price, five dollars a year, in 
vance, Six dollars a hundred. No back 
numbers. 

Being printed from plates, it is always pos- 
sible to issue a new edition of five hundred cop- 
ies for $30, or a larger number at the same rate. 

Publishers desiring to subscribe for PRINT- 
ERs’ InxK for the benefit of advg. patrons may, on 
application, obtain special confident.al terms. 

t= If any person who has not paid for it is re- 
ceiving PRINTERS’ INx it is because some one has 
subscribed in hisname. Every paper is stopped 
at the expiration of the time paid for. 

ADVERTIS! TES : 

Classified advertisements 25 cents a line: six 
words to the line; rl measure; display 50 cents 
a line; 15 lines to the inch. $100a Special 


pose. 
position twenty-five per cent additional, if grant- 
ed; discount, five per cent for cash with order. 


OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears, 50-52 Ludgate Hiil,E.C, 


NEW YORK, NOV. 26, 1902. 


© THE three cash prizes in the 
Printers’ INK 1902 ad contest 
were awarded as follows, first 
prize, one hundred dollars, to Mr. 
John A. Kershaw, with the Amer- 
ican Machinist and Power, World 
Building, New York. Second 
prize, fifty dollars, to Mr. Henry 
F. Ruhl, druggist, Manheim, Pa. 
Third prize, twenty-five dollars, 
to Mr. Edward S. Hanson, White- 
water, Wis. 








ARTICLE ten of the original con- 
diiions of the Printers’ INK 1902 
ad contest reads as follows: 

Of the twelve papers or periodicals 
in which these best twelve advertise- 
ments appeared, the six that are credit- 
ed with the largest circulation in the 
latest issue of the American Newspaper 
Directory shall each be entitled to the 
free insertion of a full-page advertise- 
ment in Printers’ INK, for which the 
net cash price is one hundred dollars, 
said page advertising to be used when 
wanted within six months after the 
awards have been announced. 

According to the October, 1902, 
issue of the American Newspa- 
per Directory the following six 
rapers are each entitled to a free 
insertion of a full page advertise- 
ment in PRINTERS’ INK within six 
months from to-day: 

Dayton, O., Daily News; Saginaw, 
Mich., Evening News; Rumford Falls, 
Me., Times; Greensburg, Pa., Tribune- 
Herald; Danbury. Conn., News; White- 
water, Wis., Register. 


Tue possibilities of failure al- 
weys are present in any sort 0 
business adventure—in advertising 
as in everything else. The brave 
man ignores the possibilities and 
looks to the probabilities of success. 


A LITTLE girl writes the Little 
Schoolmaster as follows: 


“T am almost afraid to write you, 
they tell me editors are dreadful men, 
perhaps you are not. I was much in- 
terested in the story of the twelve suc- 
cessful adwriters and enjoyed reading 
it. I think the best one written was 
the one in the thirty-eighth week by 
John Kershaw about the man he knew 
who at the beginning was getting only 
$6 a week.” 





THE honest real estate dealer 
has a commodity to offer that ad- 
mits of sound and interesting ar- 
gument. 





Ir real estate is one of th 
staples which may better be term- 
ed staples than any other, why 
should this fact not be:made the 
basis of attractive advertisements ? 


THERE are plenty of good rea- 
sons why people should buy real 
estate and as many may be given 
why others wish to sell. Reasons 
are the strength of real estate ads. 


REAL ESTATE advertising should 
among other things appeal to the 
soundness as an investment, to the 
durability of its nature, and to 
the personalitv of proportional 
growth of its value. 





TRANSACTIONS in real estate are 
part of modern industrial life as 
much as banking and life insur- 
ance. The right kind of publicity 
in the right kind of mediums 
quickest connects buyer and seller. 








In France—that land of savings 
and savers—the bankers who make 
a specialty of small accounts have 
fitted up automobiles for their col- 
lection, according to the New York 
Daily News. These vehicles are 
provided with strong boxes and 
the necessary office impedimenta, 
manned by a cashier and sent out 
through remote districts where 
peasants have few facilities for 
banking. This plan is certainly 
spectacular enough, but while it 
may succeed in a country where 


the population is highly localized’ 


it could hardly compete with the 
banking by mail system now being 
developed in the United States, as 
it offers no advantages beyond 
those of Uncle Sam’s constantly 
improving mail service. 








intr 
eling 


more 











APPEARANCES count for much in 
this world. A big advertisement 
costs money, and looks like pros- 
perity. There are many who pre- 
fer to deal with the prosperous. 


THERE is but one name to apply 
to the substitution practice charg- 
ed against druggists, and it is a 
nasty one. It is to be found in 
the Eighth Commandment of the 
Decalogue of Sinai. If one enter 
a drug store and calls for Hood’s 
Sarsaparilla, or Ripans Tabules, 
it is this that he wants. and not 
the “something better” that is 
offered. 


THE “Gunning System Steel Sign 
Works,” 289 Wabash ave., Chicago, 
is a sixteen-page catalogue which con- 
tains enough practical information to 
advertisers interested in out-of-door 
signs as to make it worth while to 
write for a copy. The book contains 
colored illustsations of the signs made 
by the company, explaining the meth- 
ods of their construction, their uses 
and superiority over other signs. 





Courtesy and interest demand 
that correspondence shall be at- 
tended to promptly. In this age 
of strenuous and quick action time 
counts for much. If one address 
a remark to another, it is a gross 
breach of politeness to withhold 
a reply for an indefinite period. 
A letter is a written form of 
questioning or inquiry. Even 
though the writer of it be not im- 
patient for a prompt answer, he is 
gratified if the reply comes with- 
out delay. 


Firty years ago what now is 
termed “foreign” advertising prac- 
tically was unknown, save to a 
few manufacturers of “patent” 
of proprietary medicines. The 
“drummer,” traveling salesman, or 
commercial traveler, as he was 
called, was the advertiser of the 
wholesale merchant and the manu- 
facturer. He sold goods and he 
introduced new goods. The “trav- 
eling*man” survives, but in num- 
bers disproportionate with the 
former days. The advertisement 


has taken his place in great meas- 
ure for the reason that it is more 
economical and that it works far 
more rapidly. 
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THe Fifth Avenue School of 
Advertising of New York has 
made an arrangement with the 
New York Wanamaker store by 
which the students of this school 
receive uncorrected proofs of the 
Wanamaker daily ad in newspa- 
pers, to aid them in their lessons in 
proofreading. 








CANADIAN imports from the 
United States continue to grow 
more rapidly than those from the 
United Kingdom, despite the legis- 
lation of 1897 in favor of products 
of the United Kingdom. In that 
year, it will be remembered, the 
Canadian tariff laws and regula- 
tions were so adjusted as to give 
an immediate reduction, beginning 
with April, 1897, of 12% per cent 
in tariff rates on imports from the 
United Kingdom. with a further 
provision that another 12% per 
cent reduction should occur in 
1898. In 1900 a still further re- 
duction was made, making the to- 
tal reduction of tariff rates in 
favor of merchandise from the 
United Kingdom 331-3 per cent. 
The official report of the Trade 
and Navigation of the Dominion 
of Canada, which has just reached 
the Treasury Bureau of Statistics, 
includes a series of tables, showing 
the imports for consumption from 
the United States, Great Britain 
and other countries, and the total 
imports, for a long term of years. 
This shows that in the fiscal year 
1896, the one immediately preced- 
ing the year in which the reduction 
of tariff in favor of products from 
Great Britain began, Canadian im- 
ports from Great Britain were$32,- 
979.742, and in 1902, $49,206,062, 
an increase of $16,226,320. In 
1896 the Canadian imports from 
the United States were $58,574,024, 
and in 1902 $120,814,750, an in- 
crease of $62,240,720. 





“Do it now” is a good 
motto for business peo- 
ple. If you send your 
ten dollar check now— 
PrinTERS’ INK will come 


to you for five years. 
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Tue Vreeland-Benjamin Special 
Advertising Agency has opened a 
Chicago officee W. H. Kentnor, 
formerly of the A. Frank Richard- 
sor, Special Agency, is to be the 
Western manager, with offices in 
the new Chicago Tribune Building. 





THE 1902 Christmas number of 
the Delineator, published by the 
Butterick Publishing Company, 
contains over 200 pages of inter- 
esting matter, including thirty- 
four full page illustrations, twenty 
of which are in colors. The care 
and artistic make-up of the read- 
ing portion of the paper also ex- 
tends to the advertisements and it 
is not difficult to believe that pub- 
licity in such a high class journal 
proves conspicuously profitable. 


A RECENT statement from the 
office of the Chicago Record-Her- 
ald sets the Sunday circulation at 
204,000 copies, which is said to be 
15,000 copies more than the Trib- 
une is circulating on Sunday, while 
the price charged for advertising 
in the Record-Herald is less than 
it is in the Tribune—all of which 
goes to show what a good thing it 
is for a newspaper to have gotten 
its name up twenty-five or fifty 
years ago. 


ONE Letson Balliett, known as 
the “mining king,” was recently 
fined $1,000 and sentenced to a 
year in jail by Judge Munger, of 
the United States District Court, 
Des Moines, Iowa. In 1900 he 
purchased an abandoned mine at 
Baker, Ore., and began to exploit 
it by means of newspaper adver- 
tising, selling shares on the install- 
ment plan. During his trial on 
charge of using the mails for 
fraudulent purposes it was shown 
that he had received over $180,- 
ooo through the mails from all 
parts of the country, and that not 
a single dollar had ever been ex- 
pended upon the “property,” 
though his advertising gave elab- 
orate descriptions of improvements 
that were being made. Judge 
Munger’s sentence was _ passed 
after a second trial, and it is es- 
timated that the proceedings in the 
case cost the government fully 
$0,000, 


LONGFELLOw said in his “Psalm 
of Life,” “Let the dead past 
bury its dead.” Vain is the prom- 
ise of the man who looks to the 
past for reputation or for profit. 
The poet continues, “Act, act in 
the living present.” This senti- 
ment and its continuation are es- 
pecially referable to business men. 
The dealer who counts upon past 
advertisements to bring him pres- 
ent business is as foolish as the 
miller who looks to the water to 
return that has run by over the 
dam. The successful advertiser 


keeps at it. The present is his, full 
of opportunities. The past is a 
graveyard, 


ec 





THE advertising solicitor is an 
important adjunct to a newspaper. 
The latter uses the solicitor more 
than any other line of business. It 
is unfortunate for some newspa- 
pers that they should think any 
sort of a man or woman will 
answer for that kind of work. As 
a fact, a successful solicitor should 
possess a number of virtues, such 
as courtesy, intelligence, a good 
English education and a pleasing 
address. He should not be lo- 
quacious, nor given over to boast- 
ing or lying statements about cir- 
culations. Advertisers do not ex- 
pect every solicitor to represent 
papers having the largest circula- 
tion in the world, nor those which 
go only to the rich and well-to-do. 
Much of the exaggerated state- 
ments about circulation have their 
origin in the fierce competition be- 
tween advertising solicitors. Such 
unreasonable claims affect serious- 
ly the reputations of the papers in- 
volved, 








A FIVE years’ subscrip- 
tionto PRINTERS’ INK costs 
ten dollars, if sent before 

ecember 31, 1902. Un- 
der that offer the Little 
Schoolmaster costs a frac- 
tion below four cents per 
week. Is it economy f0 
disregard such an oppof- 
tunity? Think it over. 
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ADVERTISERS, including newspa- 
per and magazine publishers, ad- 
writers, designers, printers, etc., 
should be represented in the Little 
Schoolmaster’s special issue of 
December 10, 1902, the so-called 
transportation edition to 3,347 rail- 
road and steamship companies, 
their presidents, general passenger 
and freight agents—making a total 
issue Of over 18,000 copies for that 
date. Copy for insertion in that 
number must reach this office on 
or before December 3, 1902. 





AN ad which is concise and 
brief has the power of keeping the 
mind concentrated on a given sub- 
ject, thereby preventing one’s 
thoughts from wandering. It 
saves time, thus labor. It saves 
space, likewise money. It is a 
symbol of truthfulness, dispelling 
doubt. By its use the curiosity 
and attention of the uninterested 
can be aroused more quickly 
and held longer than by a lengthy 
explanation, because it will have 
spoken and finished long before the 
other has hardly begun to speak. 


9 SUBSTITUTION in lines other than 
proprietary remedies seems to be 
epidemic in New York just now. 
The makers of Bass’s Ale have 
lately warned consumers against 
hotels and dealers who refill 
bottles, while James R. Keiser has 
used space in the dailies to call at- 
tention to a Broadway haberdasher 
who advertises a fraudulent Keiser- 
Barathea at cut prices. This ac- 
tion, Mr. Keiser says, was taken 
after repeated requests for the re- 
moval of misleading window cards. 


Tue Printers’ Ink Press, 10 
Spruce street, New York, makes a 
specialty of printing small, tasty, 
eight page booklets which serve as 
an inclosure of an ordinary num- 
ber six envelope. Booklets of that 
sort are really neat and effective 
for many kinds of propositions, 
they cost ten dollars a thousand or 
twenty-six dollars in five thousand 
lots. Samples will be mailed to in- 
terested parties. If the Little 


Schoolmaster is also to do the 
writing of the ‘booklet from data 
supplied there will be a small ad- 
ditional charge. 
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A CORRESPONDENT writing from 
the Berkshires to a New York pa- 
per attributes the longevity of the 
people of that region to beneficial 
effects produced upon them by 
reading the Springfield Republican. 
The editorials of that paper are 
said to have peculiar medicinal 
properties that act upon the system 
as a mild laxative. 


Pasco, Washington, was a spot 
on the map during the “boom” 
days in the Northwest ten or 
twelve years ago. The State of 
Washington has botndless_re- 
sources in timber, fruit valleys, 
minerals and cattle ranges, but the 
town of Pasco seemed to have 
wholly escaped being in any of the 
fertile or productive belts. It was 
desert, pure and simple. A wise 
real estate man came along from 
the East, however, and began ad- 
vertising in the dailies through- 
out the State. “Keep your eye on 
Pasco” was his slogan, and for two 
or three months this phrase was 
used in two line fillers, page dis- 
play ads, posters, circulars and 
literature until everyone in the 
Northwest knew that Pasco was 
the place to rivet eyes. When a 
sale was held at the end of the 
campaign men trod on women’s 
toes to get property in the desert 
town, and the man who didn’t have 
a lot there was ostracized socially. 
Many fortunes were made in spec- 
ulation in this propertv. and not 
the least of them was that amass- 
ed by its projector. This adver- 
tising was backed up with the 
lurid arguments of the real estate 
hoomer, but its chief merit was 
the phrase, which caught on and 
made the place famous from one 
end of the State to the other. That 
was ten or twelve years ago. To- 
day, according to the census of 
t900, Pasco has a population of 
254 souls! 


You know you will 
need Printers’ Inx. If 
you secure it now for five 
years a ten dollar pay- 
ment in advance will save 
you fifteen dollars, 
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THE real estate dealer who reg- 
ularly reads PRINTERS’ INK gains 
thereby an amount of practical 
knowledge about advertising plans 
and methods which no other publi- 
cation could impart to him. For 
this reason the offer contained on 
pa es 50 and 51 should be of interest 
im. 


A Most important feature of any 
business, large or small, is its cor- 
respondence. It is not possible to 
overestimate its value, or to give 
too much time to its consideration. 
While a letter is addressed to but 
one individual, or firm, or corpo- 
ration, it is essentially an adver- 
tisement. But it is of greater mo- 
ment to the individual receiving 
it in that it applies to him per- 
sonally, and is not general like 
the advertisement. Every  state- 
ment contained in it is meant for 
the recipient and nobody else. 
What it says must be weighed 
carefully for the reason that the 
writer of it can be compelled to 
live up to it. Because of its im- 
portance, the practice in many 
firms, of giving over their corres- 
pondence to clerks or others who 
lack educational fitness and ex- 
nerience, is a very questionable 
one. 





IN PRINTERS’ INK for November 
19 appeared an article entitled “ Lead 
ing Newspapers, Considered from the 
Advertiser’s Standpoint.” This arti- 
cle has been considered one of the 
most interesting and instructive sum- 
maries about the subject it treats. In 
alphabetical order it takes up the pa- 
pers of each State, gives comparisons 
of area, number of inhabitants, the 
leading papers published in each State, 
etc, The Little Schoolmaster has now 
made a 56-page booklet of this article, 
3%4x5¥% inches in size, wire stitched, 
printed on good paper—an altogether 
as handsome as useful booklet. A 
copy will be mailed to anyone for ten 
cents, a dozen will be sent for $1. 
For some publications this booklet is 
a strong, living advertisement, and 
should be extensively circulated among 
their patrons. For such a purpose 
special prices will be quoted for larger 
lots. The last outside cover of the 
booklet is blank and admits of a state- 
ment by the publisher. ,“ 








PrINTERS’ INK uses as fillers, 
comic pictures and jokes. Many 
of these were drawn by Mr. A. 
Bristow of Garland, Pa. He is a 
modest, good looking young man, 
seventeen years of age, and has re- 
cently come to New York to study 
art with the School of Caricature, 
5 World Building. The Little 
Schoolmaster believes that Mr. 
Bristow has a good deal of ability 
which will be heard from later. 

RHEToRIC will not make an ad- 
vertisement. Even grammar will 
not do it. The chief essential is a 
clear statement of your proposi- 
tion, and clarity is possible though 
the English be villainous. You 
may have overlooked this an- 
nouncement in the banking issue 
of puanenne INK: 

[% ‘te “4 pet anet p may an my Chinese curios, 
ch business he earn man: 


cash. If some American stamps send me for 
BS age Do p postage dead samples free. ZAH SAH 
0, China. 








The and who attempts to 
parse this ad will assuredly break 
his shins. Yet there is no doubt of 
Mr. Zah Sah Moo’s meaning, and 
his story has a_ straightforward, 
business like ring. He ought to be 
a good man for bright American 
ouths to cultivate. 


“THE Golden Dozen © ©, Some 
Facts and Figures,” compiled from 
the edition of the American Newspa- 
per Directory for December, 1901, 
concerning notable newspapers in the 
United States, is a handsomely ap- 
pointed, leather bound littie volume 
from the printing department of the 
Evening Wisconsin Company, Mil- 
waukee, Wis. It consists of fac simile 
front pages of the thirteen newspapers 
to which the American Newspaper 
Directory accords a quantity of over 
20,000 circulation with the gold mark 
©o© for quality attached to them. 
Had the Zvening Wisconsin made its 
compilations from the October, 1902, 
issue of the American Newspaper Di- 
rectory, the baker's dozen of famous 
newspapers would comprise the fol- 
lowing fourteen papers : 

Milwaukee Evening Wisconsin; New 
York Herald; Chicago Tribune; New 
York Times; Buffalo Express; Brook- 
lyn Eagle; New York ribune; New 
York Sun; Cincinnati Enquirer; * Wash- 
ington Star; New York Post; Philadel 
phia Public Ledger; Baltimore Swmj 
Boston Transcript. 
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ADVERTISING costs money. That 
which is given away under that 
name is valueless. 


THE practice of wholesalers to 
assist retailers in the advertising 
and sale of staple goods is now fol- 
lowed more and more by those 
firms who have a clear concep- 
tion of the value of publicity. They 
frequently find, however, that the 
apathy and lack of true under- 
standing on the part of the retailer 
nullifics to a certain extent, and 
often to a very large one, the best 
laid pfans—plans which can only be 
successfully consummated if every 
link in the chain is helping to lift. 
All large concerns have this exper- 
ience and a big percentage of their 
expenditure is practically lost for 
the reasons stated above. Adver- 
tising is a matter of growth and de- 
velopment with every business, be 
it large or small; retailers must be 
educated to it and they must be 
taught how to use this business 
force. There is no better way to 
teach the retailer the value of ad- 
vertising but to have him read 
Printers’ INK, the journal for ad- 
vertisers, which no man ever read 
without profiting thereby. To large 
firms the idea is recommended to 
subscribe for PrinTERS’ INK for 
such a number of copies as they 
may need after having made a sur- 
vey of the list of .retailers with 
whom they deal. They may try 
a certain section of the country or 
a single State, as they may choose. 
Their traveling salesmen may be 
able to submit to them a roll of the 
most enterprising retailers they 
visit on their routes, and thus the 
plan may be tried under the mest 
favorable auspices. The reading of 
Printers’ INK will gradually teach 
the retailer what advertising 
means, and the outlay for the year- 
ly subscriptions will likely pay well. 
‘t will reduce the percentage of 
waste in the total appropriation 
spent for the purpose to assist re- 
tailers in their publicity. and it will 
quite likely produce just the re- 
sults for which you had hoped. 
Wholesalers have now an unusual 
opportunity to subscribe to PRINT- 
rs’ INK for the benefit of their re- 
tailers by taking advantage of the 
clubbing rates now in force until 
December 31, 1902. 
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THE Federal Grand Jury of Chi- 
cago has returned an indictment 
against the so-called Independent 
Advertising Agency, Schiller 
Building, Chicago, IIl., Louis Ogle, 
President, and John H. Dalton, 
Secretary and Treasurer. On its 
organization the agency sent letters 
to nearly every newspaper in the 
country offering to place the ad- 
vertising of the International Aural 
Clinic and the U. S. Distillers’ Dis- 
tributing Co., provided terms could 
be agreed upon. Terms were in 
many cases readily made and quar- 
terly payments promised. This 
was last December. Advertise- 
ments of considerable size occupied 
space in newspapers all over the 
country in such papers as the In- 
dianapolis Sentinel, Ram’s Horn, 
Collier's Weekly, Literary Digest, 
Cleveland Leader, Chattanooga 
Times, Salt Lake City Herald, 
Minneapolis Journal. St. Louis 
Star and Omaha Bee. Replies and 
‘inancial inclosures were numer- 
ous. In April the advertising bills 
were presented—but not paid. 
t resident Ogle, by way of expla- 
nation for non-payment, said: Mr. 
Dalton retired from the agency in 
January and disposed of his stock 
and holdings to one Mr. F. M. 
Bartell. a New York millionaire. 
Because Mr. Bartell was a man of 
such great wealth no watch was 
kept on the books, which he, as 
treasurer, had sole access to. On 
March 25, President Ogle contin- 
ues, Bartell was missing and $38s.- 
000 simultaneously. He swore out 
a warrant for embezzlement, nam- 
ing $26,000. The Government of- 
ficials instigated a search which re- 
vealed that no such person existed 
as Bartell, and Dalton was indict- 
ed. This swindle foots in the 
neighborhood of $100.000. 


THE reading of PRINT- 
ERS Ink helps you to 
keep tab on your ad- 
man’s ideas and work. 


Five years of this practi- 
cal assistance for ten dol- 
lars—but they must come 
NOW. 
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H. O. HATCH. 





A BOSTON REALTY DEALER WHO 
SPENDS ONE-HALF OF THE PROFITS 
IN ADVERTISING, 





One of the most reliable, enter- 
prising and successful real estate 
men around the Hub is H..O. 
Hatch, 186 Washington st, Boston, 
and when Printers’ INK request- 
ed sketches of the experiences of 
business men in this line its repre- 
sentative naturally turned to this 
operator. as it is known that his 
business has been built up through 
good advertising and much of it is 
done by mail in handling New 
England homesteads A call at 
the gentleman's offices and the mis- 
sion made known. he said: 

“Yes, I am willing to be inter- 
viewed for the benefit of my 
brothers in trouble. for do you 
know that the proper advertising 
of our business is the greatest 
trouble we have.” 


“What do you think is your best p 


i) 


inedium, Mr. Hatch? 

“The Boston Globe, although I 
have got first-rate returns from the 
Journal.” 

“You think then that in the 
newspapers is the best way to ad- 
vertise real estate?” 

“By all odds it’s the best. but 
there are some other ways that 
help too. 

“For instance I put out a fresh 
bulletin every morning in front of 
my doorway, using a marking 
brush and coarse manila wrapping 
paper; it attracts attention by its 
‘freshness.’ I guess. but I know it 
pavs for the trouble. 

“Then I circularize considerably 
especially with my list of old New 
England farms. 

“And with my follow-up system 
and in my personal letter writing 
I am so careful that I've actually 
sold farms unsight and unseen.” 

‘Do you do a mail business in 
farms on the plan of Mr. Ostran- 
der of Philadelphia?” 

“No! not exactly T list all prop- 
ertv free, do the advertising my- 
self and when the sale is made I 
claim my commission.” 

“Ts there much of a demand for 
what you call abandoned farms?” 
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“Yes, though advertising has 
helped to redeem a great number 
of them.” 

“What class of people buy these 
places ?” 

“They are for the most part 
purchased by New England city 
people and Westerners of wealth 
for summer nomes. 

“But besides these deserted 
farms that can be bought for a few 
hundred dollars there are many 
fine estates changing hands, like 
one Mr. Geo. P. Rowell has just 
sold to Congressman McCall, up in 
the White Mountains.” 

“Do you regard photographic 
halftone pictures helpful in your 
advertising ?” 

“Yes. especially so when most of 
the business is by mail. 

“But I rely a great deal more on 
my blank form descriptions of 
properties and I never allow an ex- 
aggeration.” 

“What do you think of ‘readers’ 

as compared to an ad in newspa- 
ers?” 
“‘Wouldn’t give a continental for 
them, everybody knows that they 
are ‘puffs’ and are no good. The 
real estate reporters often come in 
for rates but I give them items 
more as an act of courtesy than 
anvthing else.” 

‘Did you ever try what are 
termed novelties?” 

“Yes. I've used lead nencils with 
my ad on but that was more to 
solicit rentals and they paid.” 

“Do you write your own ads, 
Mr. Hatch?” 

“All of them, and one in partic- 
ular I wrote was copied extensive- 


“How was it worded?” 

“Well I had a diagram of a lot 
and the heading was ‘Put your 
nickel in this (s)lot’ and it seemed 
to take pretty well. 

“My initials you notice are the 
same as the trade-mark of an ex- 
tensively advertised cereal and I 
was amused the other morning to 
receive a letter directed to the 
‘H-O real estate man, Boston.’ Evi- 
dently my correspondent could re- 
member only that much of my 
name, but as it resulted in a good 
sale I could not help but think that 
I was somewhat indebted to this 











firm’s lavish use of newspaper 
space.” 

“To. what do you attribute your 
success ?” 

“Well, I know advertising has 
helped me wonderfully,” replied 
Mr. Hatch, “But still I pin my 
faith to my motto.” 

And displaying one of his letter- 
heads this occupied a prominent 
place: 


OUR MOTTO: 
HONEST REPRESENTATION, 
FAIR DEALING, 

JUSTICE TO THE OWNER, 
SATISFACTION TO THE BUYER 

“What proportion of your in- 
come do you aim to expend in ad- 
vertising ?” 

“When I commenced business I 
fooled away a whole twelve months 
r_lying on a little two line ad to 
bring me customers. but when New 
Year’s rolled ’round one of my re- 
solves was to exnend one-half of 
whatever I made in advertising and 
it's been the making of me. 

“T have been called a ‘plunger’ 
in advertising but I only plunge 
with the half of what I make and 
I have hard work sometimes to 
do that.” 

“Why don’t you take some of 
the advertising magazines to help 
you?” 

“IT am often favored with a 
copv of Printers’ INK by my 
newspaper friends and read this 
week’s issue on my way out home 
to Cliftondale last night, and re- 
marked to my seat fellow that if 
TI had had a weekly help like that 
ten years ago I would willingly 
have given $25 for it instead of 
$5 a year.” 

Mr. Hatch is one of the few men 
who make business a pleasure and 
is engrossed with its intricacies but 
seems to take as much delight in 
looking after its details as in mak- 
ing a $10,000 dicker in dirt. 

Dean BowMan. 
—_+¢)>—_____ 
Barnum said the American people 
liked to be fooled, but he spent millions 
in giving them their money’s worth and 


they went away satisfied.—White’s Say- 
ings. 





THE proud fires of ambition in the 
competent adwriter are often quenched 
by the dampening criticisms made by 
men who know less than he does.— 


White’s Sayings. 
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In Printers’ InK for 
Nov. 19 appeared an arti- 


cle entitled ‘Leading 
Newspapers Considered 
from the Advertiser's 


Standpoint.” This article 
has been considered one 
of the most inter-sting 
and instructive summaries 
about the subject it treats. 
In alphabetical order it 
takes up the papers of each 
State, gives comparisons 
of area, number of inhabi- 
tants, the leading papers. 
published in each State, 
etc. The Little School- 
master has now made a 56- 
page booklet of this arti- 
cle, 344x5% inches in size, 
wire stitched, printed on 
good paper—an altogeth- 
er as handsome as useful 
booklet. A copy will be 
mailed to anyone for ten 
cents, a dozen will be sent 
for $1. For some publica- 
tions this booklet is a 
strong, living advertise- 
ment, and should be ex- 
tensivelycirculated among 
their patrons. For sucha 
purpose special prices will 
be quoted for larger lots. 
The last outside cover of 
the booklet is blank and 
admits of a statement by 
the publisher. 


ADDRESS 


PRINTERS’ INK, 
10 Spruce St., New York, 
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ADVERTISING A CEMETERY. 

This is hardly a story of adver- 
tising success, for the proposition of 
the Elmwood Cemetery Company, 
293 North Carpenter street, Chi- 
cago, is a novel one, and presents 
peculiar difficulties. Elmwood Cem- 
etery is a beautiful burial tract on 
Chicago’s great West Side, laid 
out upon the “park plan,” which 
eliminates some objectionable feat- 
ures of dlder cemeteries and en- 
hances natural advantages by the 
landscape gardener’s art. Situat- 
ed eight miles and a half from the 
Court House, it is the only ceme- 
tery in all the West Side, and the 
one most convenient to fully one- 
half of the Windy City’s popula- 
tion. Besides these natural ad- 
vantages and improvements the 
company sells family lots upon 
the monthly payment plan at a 
scale of prices so graded that a 
four- -grave lot may be had for $20, 
as against from $50 to $100 in the 
older cemeteries of the North and 
South sides, and upon terms as 
reasonable as one dollar per 
month. Five years were spent in 
developing this property, and last 
spring, with the incoming of new, 
energetic officers, the company be- 
gan advertising its proposition in 
several ways. Despite the advan- 
tages, however, there were diffi- 
culties. Cemetery lots and single 
graves are usually purchased upon 
the spur of necessity, and pressure 
must be brought to bear if the 
average, healthy human being is 
to be interested in such a commod- 
ity. The progress made thus far 
in advertising is chiefly valuable 
in indicating methods and me- 
diums that, if not unsuccessful, do 
not bring immediate results, at 
least. 

“In our instance there is reason 
for saying that advertising in reg- 
ular channels does not pay,” said 
one of the officers to a PRINTERS’ 
INK reporter. “But that state- 
ment is subject to some qualifi- 
cations. During the past summer 
we have used billboards, posters 





on elevated stations, and space in 
three Chicago dailies—the Amer- 
ican, Record-Herald and News. 
These have not brought us profit- 
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able returns, but we are aware 
that ours is a proposition requir- 
ing time and perhaps a consider- 

able expenditure. In the long run 
our present advertising might pro- 
duce returns, but we have de- 
cided to abandon these three me- 
diums and confine ourselves to lit- 
erature and personal solicitation. 
Buoklets mailed to lists and dis- 
tributed from house to house have 
been our best mediums. We have 
put them out at different times 
during the past three years, with 
the result that there is hardly a 
person on the West Side who 
does not know about Elmwood. 
We cannot hope to make any verv 
definite impression upon the South 
Side, as it is least convenient to 
our grounds. These booklets pave 
the way for our solicitors, we 
find, and in fact, that is the only 
result we have realized from our 
posters and newspaper advertis- 
ing. In the dailies we ran small 
cards immediately after the death 
notices—plain liner ads containing 
little else than bare information. 
On the boards we had handsome 
lithogranhed posters showing a 
view in our grounds and feat- 
uring the installment plan of sell- 
ing. We still use several foreign 
language papers, but the newspa- 
per advertising has been abandon- 
ed and the billboard contract has 
onlv a few davs more to run. We 
cannot say of this advertising that 
it was not seen, for everybody 
seems to know about Elmwood, 
now, and the lack of direct money 
return is due to the peculiarities 
of our proposition. Through onr 
solicitors this publicity may still 
be made profitable. In two or 
three years, however, Elmwood 
will be thorourhly established and 
known, and after that it will ad- 
vertise itself. A cemetery in a 
city as large as Chicago needs 
very little exploitation after a cer- 
tain stage of development has been 
reached. After it has become well 
known people go to it as a mat- 
ter of course—it is a public insti- 
tution, practically. There are two 
classes of peonle to be considered 
—those who buv a family lot be- 
fore there is a death in their fam- 
ilies and those who buy in emerg- 














ency. In the majority of cases the 
latter buy single graves, for death 
comes after sickness, commonly, 
and there are doctors’ bills, drug 
bills and other unusual expenses 
to be met. In bereavement people 
turn to clergymen, physicians, fun- 
eral directors and officers of lodges 
and unions for advice. By way 
of acquainting these people with 
Elmwood we gave away a fine 
leather pocketbook last New Year, 
with the name and office address 
stamped on the flap in gold letters. 
These cost sixty cents each, and 
were in wide demand, but I can- 
not say that they have brought re- 
turns. The other and larger class 
of people who buy cemetery lots 
are those who buy beforehand. 
These can only be got at by per- 
sonal solicitation, I believe. Ad- 
vertising helps, but it is too ex- 
pensive a force—at least, the forms 
we have tried. We have six so- 
licitors who are at work all the 
time, and they, in turn, have men 
under them. The main thing is to 
get people to the grounds. Elm- 
wood is a beautiful place. The 
land is rolling, with artificial lakes, 
and we are continually planting 
trees from our own _ nurseries. 
Those who go out with a solicitor 
usually make purchases, and as 
soon as a man becomes a lot own- 
er he sends others. It is our ex- 
perience that the first sale in a new 
neighborhood is an_ entering 
wedge. By personal solocitation 
it is possible to make people real- 
ize that they must die at some 
time, and that it is well to make 
provision. Many of those who 
buy single graves in an emergency 
afterwards buy family lots. Our 
prices and plans of selling brings 
this class from older cemeteries, 
for we can sell four-grave lots 
as low as $20 on the monthly pay- 
ment basis. One of the best ad- 
vertisements is to have special 
plots laid out for lodges, labor 
unions, churches and other organ- 
izations. Elmwood is the burial 
ground of U. S. Grant Post. G. A. 
R. and next Decoration day the 
order will dedicate a $4,000 mon- 
nment that is now being erected. 
We also have a soldiers’ plot, like 
| cemeteries, and a place set apart 
for soldiers’ wives and widows, 


PRINTERS’ INK. 








49 


which is a new thing and has at- 
tracted considerable attention. 
Then we have places reserved for 
the Soldiers’ Home, the Method- 
ist Old People’s Home, the Chi- 
cago Typographical Union and 
other organizations and _institu- 
tions. Among the religious bod- 
ies we have Swedish Lutherans, 
German Lutherans, Greek Catho- 
lics and the Russian Orthodox 
Church. Various religious sects 
have their own burial customs, 
and sometimes when two funerals 
are ‘being held in close proximity 
there is trouble—not among the 
mourners, of course, but for the 
cemetery Officials. All our plots 
are secluded and surrounded with 
high hedges, so that each church 
has it own cemetery, practically, 
with no expense for maintenance 
of an office or a superintendent. 
In some Chicago burial grounds 
those who attend lodge or church 
funerals are not permitted to wear 
badges or carry banners. We 
make no restrictions of this sort, 
for they are unnecessary. We are 
liberal, and this liberality appeals 
to Chicagoans. Upon all our 
printed matter is the little word 
‘Non-sectarian,’ and it has done 
much to bring Elmwood into fav- 
or. All our literature is illustrated 
with beautiful halftone views, and 
is printed in the best manner. So 
far it has been our most profitable 
medium. We should be glad to 
find others, or to learn methods in 
which newspapers can be made to 
hring us immediate returns, but 
for the present we shall denend 
tnon solicitors. If our experience 
is of benefit to others we are glad 
to have given it to the Little 
Schoolmaster.” 
rt A 

CHEAPNESS is one of the curses 
of advertising. Men wish much 
for their monev and in their ra- 
pacity will substitute quantity for 
quality. The real essence of suc- 
cessful advertising is found in the 


latter. 
——__+o+—___—_ 


IF one expect a sword or a spear 
to do service, he sees to it that it 
has a point and the sharper the 
point the deeper will be the pene- 
tration. The same is true of an 
advertisement. 
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Why Real Estate Men Should 
Read “ Printers’ Ink.”’ 


_— 








Real estate advertising is an evenly effective form of 
j publicity. Perhaps it pays as large a return line for line, as 
M publicity in any field. This return is direct. The real es- 
HM tate advertiser, by writing to-day the copy that is to make 
‘ to-morrow’s sales, soon Jearns what to include and what to 
avoid in his matter and methods, — 
This, however, is not another way of saying that real aS 
estate advertising is perfect. While it is highly effective, there can be no 
question that it is capable of further development. It is too. costly, for one 
thing, and it sometimes errs upon the side of sensation. Real e. tate adver- 
tisers agree that while you must always tell the truth in your ads and back 
them up with the most rigid dealings, it is always well to cater to that love 
which the masses are supposed to have for the sensational. In other words, 
nine real estate advertisers in ten believe in ‘‘writing down’’ to their readers, 

Now, the nine may be wholly right and the one altogether wrong. Per- 
haps a half page in the Sunday paper, set in the blackest of type and redolent 
with such highly-colored words as “ unprecedented” and ‘‘wonderful” and 
“tremendous,” may be the precise sort of advertising that will sell the great- 
est area of real estate to the largest number of persons. Or perhaps the one 
man who believes in quieter methods is in acvance of the ‘‘yellow” advertis- 
ers, and will be most successful in the Jong run, It is a very difficult ques- 
tion to decide at the present stage of advertising evolution, 
3 and each must use the method that he finds most success- 
@ful. The fact that his method is successful, however, does 
4 not argue that it will always be successful, and the adver- 
4” tiser who blindly clings to a method because it has served 
Z him well in the past is not the highest type of advertiser. 
There is a distinct element of intangibility in advertising 
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Eeg of every description, and the wise advertiser is he who 
| studies all methods and takes from each the thing that fits 
4 his own need. 
The aim of PrINTERs’ INK is to set forth all methods 
4 of advertising in a plain, practical, straightforward, unbiased 
MW fashion for the benefit of its readers. The Little School-{& 
master in the Art of Advertising teaches largely by lettin 
his pupils teach themselves. He offers the best principles, methods and 
experience to be obtained from men who are actually advertising and 
making a success of it. In some cases he is able to draw splendid morals 
from the advertising of the man who is zo¢ making a success. In all cases he 
sets forth the practical, applied principles of placing, copy writing, follow up 
system, literature, bill boards, car cards, and every known method of telling an 
advertising story to the reader who will be most interested init. In the past he 
has published a great mass of special information upon real estate publiciiy, 
together with a greater mass of information upon publicity in general. Hardly 
a tenth of the matter printed in his pages in the past fifteen years is without 
its application to real estate publicity or advertising in any special field. 
When new facts about advertising develop, they drift 
naturally and immediately to PRINTERS’ INK. Its editorial 
staff has never failed to find the keynote of the advertising |} — 
progress of the hour, and it has always been the practical ||/2=== 
keynote, as opposed to mere theories and conjectures, What : 
some one has done, either successfully or unsuccessfully, is of 
the first import. What some one has thought a secondary, ~ 
and advanced only upon its worth as theory, if advanced at all. 
PRINTERS’ INK is a thought-stimulator and thought-producer, par excel- 
lence. It deals with all phases and the preparation of advertising matter, the 
tracing of results and the afterwork of following them up and making them 
profitable, the short cuts and conveniences that are being devised continually 
by thinking business men in all parts of the world, and the publication of in- 
formation that will be most practical and helpful. It not only teaches busi- 
ness men how to advertise, but a portion of its endeavor is devoted to teach- 
ing them how of to advertise. It is unbiased and strictly impartial in giv- 
ing facts, figures or theories from any one who has thrown real light upon ad- 
vertising problems, It is not the organ of any special medium of interests, 
but stands for the development of all alike according to their 
h] worth, as well as for the exposure of frauds that mask under & 
iM the name of advertising. All legitimate, profitable forms of }* 
publicity receive equal treatment in its pages, and in no 
4] month does it fail of printing vital matter, touching not only 
@ real estate publicity, but all methods of advertising. In short, 
’ its policy is to further ‘‘all advertising that advertises.” 
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The time to subscribe for PRINTERS’ INK 
is NOW. A single subscription to PRINT-= 
ERS’ INK costs five dollars per year. Ten 
dollars paid in advance before December 31, 
1902, will secure the paper until January 1, 
1908—for a term of five years. 


GEO. P. ROWELL & CO., 
Publishers, 


10 Spruce Street, New York. 
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WITH ENGLISH ADVER- 
TISERS. 


(By T. Russell.) 

The common interest of all who 
have anything to do with advertis- 
ing in the improvement of “copy” 
is illustrated very forcibly by two 
rather diverse forms of advertising, 
which in this country fall below 
their compeers in America. I re- 
fer to magazine advertising, and to 
car-cards, ; 

* * * 

Although during the past two or 
three years magazine advertising 
has received a considerable im- 
petus in this country, it has at- 
tained no position which can for 
an instant be compared with the 
magazine advertising of the United 
States. English magazines do not 
get so much advertising patronage 
as yours, nor do they get such good 
prices for what space they do let; 
and assuredly they do not get such 
good advertising matter to fill that 
space. The last defect is the cause 
of the other two. The efficiency 
of American advertising is entirely 
a matter of copy, On no general 
principle could it be anticipated 
that a wad of advertising, without 
position, aggregated together, line 
upon line, at the end of a magazine, 
could be made to pay for high rates 
of insertion. That it does so pay 
is entirely due to the high excel- 
lence of the copy prepared for 
American magazines ; excellence in 
regard to writing, illustration, de- 
sign, and typesetting. We are im- 
proving our methods in all these 
four respects—slowly as regards 
the first (for the literary end is 
always the weakest part of adver- 
tising in Great Britain); at a fair 
rate as regards the second ; pretty 
fast as regards the other two, But 
observe; it would be of little use 
for any one advertiser to produce 
copy of high excellence in the 
midst of a block of poor stuff. If 
the process of improvement goes 
on, until the advertising in English 
magazines is of the average merit 
of the advertising in Munsey’s and 
Scribner's, magazine space will in- 
crease in value and the demand for 
it will go up. For no reader of 
American magazines will neglect 
to go through advertising pages 
that are so replete with handsome, 


witty and interesting matter. I 
cause the two magazines named to 
be forwarded to me_ regularly 
every month; I never look at the 
literary matter, until I have affec- 
tionately studied the advertising. 
This is no doubt for technical rea- 
sons; but I am persuaded that no 
one would neglect it. No English 
magazine contains advertising so 
interesting, even to a trained eye. 
Hence the lower grade of prices 
and the smaller demand for space. 
* * 

It is much more important to run 
good advertising in a magazine 
than, for instance, in the Ladies’ 
Home Journal (to name a medium 
familiar to American readers) or 
in the Illustrated London News, to 
cite an English example. The ad- 
vertising in the former, to which 
I also am a subscriber, is excellent 
as a rule; but even poor advertis- 
ing would get a chance. In Mun- 
sey’s a poor ad would probably be 
worthless ; and it is not only impor- 
tant that one’s own advertisement 
should be attractive; but also that 
the general standard of merit in the 
ads accepted should be high. I al- 
most think that the publisher of a 
magazine might justifiably refuse 
insertion to poorly constructed ad- 
vertisements, on the ground that 
they lower the effectiveness of the 
advertising pages as a whole. 

* * * 


Another example of the same 
sort is found in the miserable state 
of the street-car and railway car- 
riage advertising of this country. 
Whenever I have occasion to go to 
America, I am delighted anew with 
the cards and announcements dis- 
played in your Elevated Railroad 
cars and in your street cars. A 
writer in Printers’ INK recently 
pronounced them pretty bad. I can 
assure him that,_judged from an 
English standpoint of comparison, 
they are fine. In this city about 
half of the passenger traffic is 
carried by two-horse coaches, hold- 
ing twelve inside and fourteen or 
sixteen on the roof, called omni- 
buses. They are constructed on 
the model of an old stage coach, 
not because that is the most con- 
venient shape, but because our peo- 

le had got into the way of build- 
ing passenger vehicles like that up 
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to 50 years ago or so and we hate 
to alter anything. The other half 
of the traffic is carried in street 
cars (we call them tramways), en- 
tered from the end alone and 
drawn by horses or, in a few sub- 
urbs, propelled by cable or elec- 
tricity. The enlightened manager 
of the largest electric tramway 
company here recently told a re- 
porter that he “didn’t believe in 
disfiguring his cars with advertise- 
ment cards”; and he was right, if 
he meant the sort of cards that are 
stuck up in our omnibuses (where 
they don’t do much harm, because 
the ’buses are so dark that you 
can’t see anything); and in our 
tramway cars. Nevertheless he is 
very little likely to be importuned 
to alter his mind, for the collec- 
tion of contracts for vehicular ad- 
vertising is the hardest kind of 
work, as it is carried on here. But 
a smart, Americanized manager 
could revolutionize the business in 
a few months and get all the orders 
he wanted, by showing our adver- 
tisers how to use street vehicles, 
and printing good cards to make 
the business attractive. The field 
is a wretched one, and doesn’t pay, 
simply because the cards got out 
are so bad that passengers hate to 
look at them. 
* * * 


The Macbeth lamp-chimney peo- 
ple have opened this market and 
are using the American, Powers- 
style, copy with good effect. The 
Fels-Naphtha Soap people were a 
little before them with this plan; 
though the copy for the latter is 
inferior to Macbeth’s; but there is 
room for such advertising in both 
lines. Indeed I welcome both of 
them, in the hope that their ex- 
ample may give an impetus to de- 
cently good advertisement-writing 
in this country. We can do nearly 
everything about as well as anyone 
in the world here, but we do not 
know how to write ads to compare 
with yours. The Little School- 
master has a considerable and at- 
tentive subscription list in Great 
Britain, but it has a whole lot of 
missionary work to finish yet. 

* * & 


_ The most prominent newcomer 
in the English advertising field is 
the Odol Company, with a liquid 
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dentifrice put up in a queer-shaped 
opal bottle. This was being very 
widely advertised in India when I 
was there two years ago, but no 
great stir had been made with it 
at home until a week or two ago, 
when the company started in with 
very plain, straightforward adver- 
tising talk in bold, unornamented 
Roman type, with no illustrations 
except the package and occasional- 
ly micrographs of bacteria. High- 
priced daily papers are being used 
in quarter pages; the best weeklies 
are taken; and there is a big wall 
poster—I think a six or eight sheet 
double royal. Messrs. Hall & 
Ruckel, who have a big business 
here, are meeting the competition 
with some extra advertising, and 
the introduction of a 25 cent size 
liquid Sozodont and a new and 
much improved package for Sozo- 
dont powder. 
* * + 

Austria is an up-to-date country 
in some respects, despite what 
Mark Twain has to tell us of the 
farcical proceedings in the legisla- 
ture. I learn from the London pa- 
pers that there is a Commercial 
College at Prague which has added 
to its syllabus a course of lectures 
on the art of advertising. Twice a 
week a professor points out to the 
siudents the best methods of at- 
tracting the attention of the public, 
the most alluring style of present- 
ing a poster to the eye, and the 
best way of making a commodity 
1 own. To this is added the 
theory of prospectus-writing, the 
artistic and literary value of bills 
and posters, and general instruction 
in the best way to “blow your own 
trumpet.” 


—__~+2 
RATHER CHEAP ADVERTISING 
WAY, THE SANDWICH MAN 
Such devices as the sandwich man and 
the perambulating transparency are an 
obstruction upon the street and an in- 
vasion of public rights which ought not 
to be tolerated. Few reputable trades- 


ANY- 


men resort to these sensational and clap- 
trap methods, their use being confined. 
for the most part, to the venders of 
cheap and shoddy wares, to fly-blown 
restaurants or places of amusement of 
which is is better that no one should 
know. No worthy and genuine business 
interest, in brief, would be injured in 
the least by the absolute prohibition of 
all such advertising schemes, along with 
huge billboards and the street car signs, 
while the pleasure and comfort of the 
public would be greatly increased there- 
by.—Leslie’s Weekly. 
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QUAKER CITY POINTERS. 
By John H. Sinberg. 


The Philadelphia newspapers, as 
a rule, do not print free reading 
notices, especially such as have any 
advertising value. This has been 
particularly noticeable of late, and 
sometimes a week or more will 
elapse and not even the semblance 
of a “reader” will find its way into 
the Quaker City dailies. But some 
things occur which contain so 
much basis for “pure news” as to 
compel editors to treat of them 
most liberally, though such treat- 
ment, when considered from a 
purely materialistic viewpoint, is 
advertising in every sense of the 
term, and priceless advertising, too. 
Such an illustration was evidenced 
in Philadelphia on the opening on 
Monday, Nov. toth, of B. F. 
Keith’s Million-Dollar Theatre, lo- 
cated on Chestnut street, between 
Eleventh and Twelfth. On Satur- 
day previous to the formal open- 
ing. Mr. Keith sent out about 2,000 
invitations to newspaper men and 
other well-known Philadelphians to 
att.nd the “private view” of his 
theatre. This proved one of the 
“events” of the year and was high- 
ly successful. It was a sort of 
housewarming, the Fadette Wo- 
men’s Orchestra supplying the 
music and luncheon being served. 
On the Sunday previous to the 
formal opening every newspaper 
in Philadelphia printed page write- 
ups of the magnificent building, 
illustrated with reproductions of 
some of the paintings and sculpture 
in the new theatre; containing 
photographs of B. F. Keith, Gener- 
al Manager Albee and young Mr. 
keith, as well as an interesting bi- 
ography of each, the one of the 
“Napoleon of Vaudeville” being 
especially long. And that was not 
all. On Tuesday morning all the 
newspapers, in lieu of the usual 
stick or two of notice, printed as 
much as a column, while the North 
American had a front page story 
again which broke over into one 
of the inside pages and containing 
a two-column reproduction of some 
of the flowers presented to Mr. 
Keith. Is this advertising? Yes, 
pure and simple. but it is also ex- 
cellent news and it was because of 


this latter element that the news- 

papers unstintedly devoted columns 

and pages to it. 
OK * * 

While in the tonsorial establish- 
ment of A. J. McNelis, on oth 
street, near Walnut, recently, the 
matter of wide circulation came up. 
“Talk about far-reaching,” said 
Mr. McNelis. “You doubtless re- 
member the notice about my book- 
let which was printed in PRINTERS’ 
INK a few months ago? Well, I 
have been receiving requests for it 
from everywhere. Here’s_ one 
from Oregon; another from Co- 
lumbus; scores from New York 
and my own city; three from Eng- 
land and some from nearly every 


town in the Union. Surprised? I. 


tell you it certainly opened my 
eyes to the possibilities of some 
circulations, and if I had a mail- 
order proposition, PRINTERS’ INK 
would be the first publication to 
get my advertisement. It evidently 
is read in a great many barber 
shops, as many of the people who 
wrote to me were in the tonsorial 
‘business.” 
* * * 

On Monday, November roth, the 
department store of Marks Bros. 
was closed until further notice. By 
reason of underestimated expendi- 
ture in their building and improv- 
ing operations last year they were 
involved in financial difficulties, the 
adjustment of which necessitated 
raising a large amount of money. 
The entire stock was sold to N. 
Snellenburg & Company. The 
closing of Marks Bros. takes away 
from the newspapers one of the 
large and regular advertisers; re- 
duces the number of department 
stores by one and also removes a 
firm with the appendage of “Bros.,” 
the remaining houses with that 
ending being Lit Bros., Gimbel 
Bros. and Berg Bros. 


—_+o+—__—— 
LITTLE POINTER FOR THE 
NEWSPAPER PUBLISHER. 
Have a bargain bureau on the first 
page or in some other prominent place, 
and let it be understood that you will 
each day in this bureau call attention 
to the bargains especially advertised for 
that day, and to any new or special 
feature contained in the advertising 
columns. You will thus please and draw 
advertisers. and at the same time attract 
readers who want to know what, where, 
and when to buy.—Literary Life, 
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TRUAX’S FAILURE TO PERCEIVE, 
Lone Brancu, N. J., Nov. 14, 1902. 
Editor of Printers’ INK: 


I inclose an advertisement which 
appeared in the New York Evening 
Journal, I fail to see any connection 


between Tryabita Food and Mrs. P. 
Valentine’s private Zoo.. 

When in the high school I once had 
an Algebra book which had written at 
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AS 


uRS. P. VALENTINE 


the queenly and brilliant wife of the Manager 
of Armour & Co. is stocking « private Zoo at 
ber Oconomowoc summer home. The apo 
date housewife always sees that the larder is 
well stocked with America’s delicious ready~ 











LY 


and she also knows to a certainty, thatowing 
with and 







impregnatioa n 
Celery it’s the food for growing 
children and that it builds up stomtachs that 

ruined— 


undoubtedly to dyspeptics and weakly child- 
ren it's worth ite weight in gold. A 
startling novelty, a trial package of Trye- & 
bits, and a doll receipt book FREE FF 
for your grocers game: and 4 
cents in stamps> 


TRYABITA FOOD CO., Ltd., F 
Battle Creek, Mich, 















the top of the page by some joker who 
had the book before me this problem: 
“If a locomotive travels 60 miles an 
hour, how much will two silver spoons 
weigh?” The logic of this ad must be- 
long to the same series. “Use Tryabita 
Food because Mrs. P. Valentine is 
stocking a private zoo at her Oconom- 
owoc summer home.” Yours truly, 
C. M. Truax. 











A “BURNING BUSH” OFFER. 
223 North Kedzie Avenue. 
Cuicaco, Ill., Nov. 17, 1902. 
Editor of Printers’ INK: 

May the grace of our God be multi- 
plied unto you and your effectiveness 
in his blessed service increased more 
and more, so you will be a magnet for 
Jesus, helping draw all who will come 
to the cross, unto Him. I inclose a 
news item for your paper, and under 
separate cover am sending you a copy 


of our new illustrated paper, the 
Burning Bush. May I not receive a 
copy m4 your paper containing a notice 


of the same? The Burning Bush is 
issued weekly and subscription price is 
$1 per year or $1.50 to foreign coun- 
tries. Would be pleased to send our 
paper regularly the coming year in ex- 
change for yours. Further: We _be- 
lieve the insertion of inclosed notices 
-in your paper would interest your read- 
ers, be profitable to yourself and pleas- 
ing to God. So we extend the follow- 
ing offers: On receipt of marked copy 
of your paper containing the Burning 
Bush certificate, over our imprint, we 
will send the paper one year free to 
any address you may name. If you 
have not time to read the paper, doubt- 
less you know of some friend or poor 
person who would enjoy its visits. Same 
offer applies to Reading Notice. znd. 


Give the Reading Notice a en place 
over your own imprint and we will 
fill any orders that come to you for 
only 25 cents each, enabling you to 
clear 75 cents on each subscription. And 
if you wish to push the paper in other 
ways, regular rates will be extended. 
Hoping you will favorably consider our 
efforts, i am, Yours very truly, 
Epwin L. Harvey, Editor, 
The Burning Bush. 





———__ +o 

A LITTLE advertising is better than 

none, but often a little advertising is 

wasted where a great deal would show 

a decided profit.—Architects and Build- 
ers’ Journal, 
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CREATING A SUMMER 
RESORT 





Real estate advertising depends 
largely upon the plan by which the 
property is sold, especially where 
extensive tracts are handled. A 
novel plan makes forceful adver- 
tising, usually, for it creates com- 
ment. The most successful real 
estate propositions seem to be 
those in which the old advertising 
rule of putting the goods in at- 
tractive nackages is followed. The 
Michigan Central Park Company, 
115 Dearborn street, Chicago, has 
such a plan, and by supplement- 
ing it with newspaper publicity 
has sold.25,000 lots in a new 
Michigan summer resort in the 
past year. 

“It is hardly a year since our 
company began exploiting a tract 


of semi-wild land on Higgins 
Lake, in Roscommon County, 
Michigan,” said Mr. B. H. Hellen. 


“This was pine land, formerly, 
but now a substantial growth of 
hardwood has sprung up after the 
lumbermen, and the lake, which is 
three by nine miles, makes an ideal 
summer resort for those who love 
the woods. Michigan Central 
Park is a tract twelve miles long 
and eight miles wide, with Hig- 
gins Lake in the center, and we 
have laid it out in lots 25x100 
feet. Each alternate lot is given 
away absolutely free. There is 
no voting, no guessing, drawing 
or waiting. People can come into 
our office here and we give them a 
deed, charging only a dollar for 
fees. Furthermore, we give five 
lots to each person if desired, stip- 
ulating only that they shall be al- 
ternate lots. This results in the 
sale of odd lots, for whoch we 
charge $25, so that we are really 
selling the whole tract at $12.50 
per lot. We have used daily 
newspapers in Chicago, Pittsburg, 
Detroit and many other places the 
past year, exploiting the Park, and 
have found purchasers among the 
very best classes of people. The 
man who builds a summer cottage 
and lives in it must necessarily 
have some means, so that ours is 
not a strictly popular-priced prop- 
osition. Still, we reach the mass- 
es, and have used the papers of 
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wide circulation in preference to 
those offering quality. One of the 
best mediums has been the Chi- 
cago American, and the Record- 
Herald has also been productive. 
Inquiries are followed up with 
printed matter. Next summer we 
count upon the erection of be- 
tween 2,000 and 5,000 cottages. A 
large hotel is to be built, stock be- 
ing sold to those who own our 
lots, and we expect that the Flint 
& Pere Marquette Railway will 
soon enter our tract. From Chi- 
cago we have lake steamers and 
reasonable rates for transportation. 
There is a tendency toward the 
country that amounts almost to a 
craze, and summer resorts of this 
class have a wide appeal. Be- 
sides lots we sell five and ten 
acre tracts for fruit, chicken and 
truck farms. In the center of 
Higgins Lake is a fine little island 
for which the National Young 
Men’s Christian Association re- 
cently offered $10,000. This offer 
was refused by the owner. Yet a 
year ago it could not have been 
sold for a tenth of that sum. 
This is what newspaper advertising 
will do behind a sound proposi- 
tion. Considerable business has 
been done by mail. We send a 
warranty deed by return mail to 
all inquirers, together with a plan 
showing exactly what they are get- 
ting. The cases in which the al- 
ternate lot is not sold are so few 
as to be hardly a factor, and by 
our plan we have two possible pur- 
chasers for each unsold lot—one 
on either side. Like all real estate 
propositions the chief factor in 
sales, after advertising has made 
the plan known, is the pleased 
purchaser. He is a great force, 


and the real estate campaign that 
does not take him into account is 
not likeiy to be profitable.” 





THE ABOVE IS THE ONLY DEVICE KNOWN 
TO THE LITTLE SCHOOLMASTER, WHERE 


THE GOVERNMENT LENDS ITS AID TO PURE 
AND SIMPLE ADVERTISING PURPOSES, 
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Readers of 
German Papers 


are among the best buyers of pro- 
prietary medicines or anything else 
which they need. 

You do not duplicate circulation 
in advertising in the German pa- 
pers, as must be the case in the 
use of English mediums. 


The 
Toledo Express 


has covered the German field of 
Toledo and Northwestern Ohio 
for forty-nine years and retains the 
advertising patronage of both local 
and general advertisers, because it 
pays. Continuous advertising in 
the Express brings good results. 


Toledo Express Co., 
Toledo, Ohio. 









Suow me an advertisement with a 
weak beginning and I will show you a 
failure—that’s almost certain.—White's 
Sayings. 





Se ae 

A coop motto to stick to is, “Stick to 
articles that have, through effective ad- 
vertising, the seal of public approval.— 
Progressive Advertiser. 


























‘Displayed Advertisements. 


s0 cents a line; $100 a page; 25 per cent 
extra for specified position—if granted. 
Must be handed in one week in advance. 


. CANADA. 


ANADIAN ADVERTISING is best done by THE 
DESBARATS ADVERTISING AG’Y, Montreal. 






















RIPANS Tabules 
Doctors find 

A good prescription 
For mankind 












Free Test Blank 


which will enable me to tell you exactly 
what your future in advertising is likely to 
be. Eight of Chicago’s most success- 


Ing students. 
fluence will be valuable to you all your life. 


PRESIDENT AND GENERAL MANAGER, 


—t. mane COLLEGE OF ADVERTISING, 















WITT K. COCHRANE, 





9 Isabella Building, Chicago. 


CA 








Send 
For Circular 


of an EXPERT’S OPIN- 
ION of the 


CHESTER 
TIMES... 


It is absolutely 
necessary to use THE 
TIMES to cover 
SOUTHEAST PENN- 
SYLVANIA. 

SWORN STATE- 
MENT: 


Daily Average .@) I net 
for Augu st, r) 


ChesterTimes 


WALLACE & SPROUL, Pubs., 


CHAS, R. LONG, Business Manager. 


F. R. NORTHRUP, 220 Broadway, 
New York Representative. 
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|| The Most Popular Jewish Daily.| 


DAILY 
JEWISH 
HERALD 


Established 1887. 




















Largest Circulation 
Reaches more homes than_any Jewish | 


newspaper, therefore the BEST 7 
ing medium. 


The Volksadvocat 
Weekly. 


The only weekly promoting light and 
knowledge among the Jews in America. 


M. & G. MINTZ, 


PROPRIETORS, 


132 Canal St., New York. 


TELEPHONE, 988 FRANKLIN. 
| Circulation Books Open for Inspection. 
| 



















lf you wish to reach the purchasing public of 
»UTAH, IDAHO, NEVADA and WYOMING... 
you should advertise in 


The Salt Lake Telegram 

















E. T. PERRY, 
Mgr. Eastern Office, 
150 Nassau Street, N. Y. 












The People’s Paper of the Inter-Mountain States. 


IT HAS THE LARGEST AVERAGE EVENING 
CIRCULATION 
Between DENVER and SAN FRANCISCO. 


The only 3c. Paper Published in Utah. 


1@>For advertising rates and further information, address 


Horace M., Forp, 
Mgr. Chicago Office, 
112 Dearborn Street. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards or circulars,and any other suggestions for bettering this department. 





This department is for the con- 
venience of people in every line of 
business that is advertised. Its 
editor scans the papers of the en- 
tire country, and of foreign coun- 
tries at times, for the best adver- 
tisements of all sorts of business, 
and reproduces them in this de- 
partment with such comments or 
criticisms as should enable other 
people in the same lines to easily 
adapt them to their own uses. This 
brings to the real estate dealer in 
Maine the best real estate adver- 
tising that has been done in Cali- 
fornia, and vice versa. It forms a 
sort of clearing house of helpful 
ideas and  suggestions—an ex- 
change that is mutually helpful to 
all yet harmful to none, and should 
result in better advertising and 
better business all around. 

When you find in this depart- 
ment an advertisement that seems 
as well or better suited to your 
needs than any that you could pre- 
pare yourself, it’s a simple matter 
to cut it out, paste your name on 
the bottom and send it to your 
paper with instructions as _ to 
space and typography. The oper- 
ation will save you considerable 
time, even if you have to make a 
few slight corrections, here and 
there, and there isn’t one chance in 
a thousand that your use of the ad 
will conflict in the slightest degree 
with the interests of the man who 
originally wrote it. 

This department is also at your 
command for criticisms or sug- 
gestions as to your advertising, and 
the editor will be glad to repro- 
duce your good work for the bene- 
fit of others in a similar business. 

The method of advertising real 
estate should be varied according 
to the kinds of people annealed to. 
In some cases brass-band and 
Prize-package methods seem to 
make sales when other ways would 
not; in other instances it is found 
that a more conservative course 
8 more profitable. 

\ This much seems certain: If 


you are pushing a plot of building 
lots where future success depends 
upon securing customers who will 
build good houses and increase the 
value of your property through 
good citizenship, your appeal 
should be of the sober, sensible 
business like sort, never dull or 
prosaic, but newsy and conversa- 
tional. It may be useful, even 
then, to splurge occasionally in 
large spaces, and there should be 
a nice booklet, or a number of 
them, with which to follow up in- 
quiries; but the tone should be the 
same all through—earnest, cordial, 
persuasive, lively, but never jolly- 
ing. 

If, on the other hand, you’ve a 
plot so situated that it cannot 
readily be sold in that way, and 
vou wish to get the property off 
from your hands in a hurry, with- 
out special regard for its future 
success, no doubt the brass-band 
and prize package methods so 
familiar to every newspaper reader 
will prove most effective. 

There are many schemes for 
selling real estate, which, while 
entirely legitimate, tend to cheapen 
the property advertised and to 
keep away the most desirable class 
of purchasers. 

The thing to do is to determine 
in your own mind among what 
sort of men your property will be 
most likely to find buyers, then 
choose a man representative of 
that class, from among your own 
acquaintances, perhaps. and write 
your advertising as though you 
were writing a business letter to 
that particular man. 

This general rule applies as well 
to advertising for tenants as for 
purchasers. 

Scattered through this depart- 
ment are a number of excellent 
real estate ads, some of which will 
serve you acceptably just as they 
are, and others that require but 
a slight change to fit your needs. 
You will do well to read them 


all, because you are likely to find 
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helpful C 
them that you could not use in 
their entirety. They are yours to 
do with as you please, and more 
of them will be reproduced in 
coming installments of this depart- 
ment. If you have written some 
for yourself that have brought re- 
sults I shall be glad to have a 
look at them and to reproduce such 
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of them as seem worthy. 


This was the Introduction to a Whole 
Page of Interesting and Informative 
Real Estate Items Recently Printed 

a Bangor, Me., daily. This Ad- 

vertisement Covered such a Wide 

Range of Properties for Sale and to 

Let That One Would Think it just 

About Useless to look Elsewhere Than 

this Firm for Anything in 

Some of the Itenis are Scat- 

tered through this Department as Sep- 

arate Ads and They're Good With- 


in 


to 


Line. 


out Exception. 


i i For Andirons, Tongs 
suggestions in some of = 


ne, 


and the Like. A 








The Wood Fire 


Looks as though, para- 
doxically enough, a luxury 
were to become a necessity. 
Wood fires—the ideal sort 
of fires, are to be increas- 
ingly in fashion, now that 
the “black diamonds” are 
living up to their name. 

Wood fires mean _ and- 
irons, tongs, wood-boxes 
and other paraphernalia. All 
here—in lavish assortment 
of artistic styles. Other 
implements, too, for the use 
of those who were far- 
sighted enough to get their 
winter coal into their bins 
before the “visible supply” 
became invisible. 











Bank Ad With a Special Aim. 











29 years’ actual experi- 
ence dealing in real estate 
in Bangor and vicinity. We 
can give you valuable advice 
based on long experience in 
real estate matters. Nothing 
too small, nothing too large, 
to secure our perfect atten- 
tion. We have every con- 
venience for showing prop- 
lerty any time. Do you 
want to sell any property? 
It will receive prompt and 
careful personal attention. 
Are you looking for a home, 
house, lot or business open- 
ing? We have many excel- 
lent bargains on our books. 
Easy terms on all property 
when desired. 

This bulletin is devoted 
entirely to special bargains 
never before offered at pres- 
ent prices, and announce- 
ments of value to ° all. 


“Come in and talk it over.” | 








Tells 


its own Story, Clearly and Con- 


cisely, 














An Easy Way to 
Get a Home. 


Would you own your own 
home if you could do so 
on easy monthly payments 
of $5.50 on each $1,000 in- 
vested? $5.00 of each 
$5.50 paid is credited to you 
on your loan. 

This gives you 16 years 
and 8 months in which to 
pay. 

Without interest, trouble, 
or danger of loss. 

Cheaper than rent and 
better. 


Young Women 


should learn  some- 
thing of business affairs by 
having their own personal 
bank accounts, either sub- 
ject to check or in our Say- 
ings Department. The prac- 
tice of balancing their own 
statements, computing the 
compound interest on depos- 
its and watching the rapid 
increase of small savings is 
of great value. 

Investments may be made 
through our Trust depart- 
ment and monthly or quar- 
terly statements will be ren- 
dered, together with checks 
for income collected. The 
officers of the Company will 
be pleased to gtve any infor- 
mation desired on such mat- 
ters. 

We receive deposits and 
allow interest at the rate 
of two per cent ner annum 
on daily balances subject to 
check. 








As a Side Line to the Real Estate 
Business this Might be Quite 


Profitable, 














Auctions— 
Appraisals. 


Mr. Pearl, of this firm, 
has had twenty-eight years’ 
actual experience as an auc- 
tioneer and appraiser and 
we are prepared to give ex- 
pert assistance in this very 
important department of our 
business, 
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This ad Makes Some Decidedly At- 
tractive Real Estate Propositions, and 
Presents them Most Persuasively. 





Grantwood 
Millionaires. 


If you have in cash 10 
per cent of the cost of a 
house, and a steady income 
to meet monthly dues, you 
can have all the real com- 
forts and all the refined sur- 
roundings to your home 
that any millionaire can 
with all his money. Grant- 
wood houses are equipped 
with all the newest conven- 
iences and _ sanitary appli- 
ances, tastefully and _ sub- 
stantially built, and set in 
a region of the greatest nat- 
ural beauty. And they are 
within 30 to 50 minutes of 
any business office on Man- 
hattan Island. 

Just now we can show 
vou a house completely fin- 
ished, ready for occupancv 
2 story, 6 rooms and bath, 
first floor finished in hard- 
wood, $4,000. $400 cash; 
$35 per month. 

A more costly house near- 
ly readv. 2% _ story, 9 
rooms and bath, cvpress 
finish, wide view of the 
Hudson River. $7,000; $700 
own; $65 per month. 

Other houses on similar 
terms. 

Bring us your plans, se- 
lect a plot to suit you and 
we will build a house after 
your own ideas, if the plans 
of our architect do not 
please you. 

Grantwood is not “too 
new.” there are so houses, 
‘built within the past two 
and a half years, occunied 
by owners. Streets, walks, 
water works. sewers,  elec- 
tric light. and all public im- 
prevements are there. Visit 
Brantwood. If you do you 
will visit us for further par- 
ticulars. 
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This One Ought to find a Purchaser for 
the Business it Advertises. 





Business and 
Lease for Sale. 


We offer for sale the 
boiler, engine, machinery, 
dye house and carpet duster 
of the old established Pen- 
obscot Steam Laundry on 
Main street. This location 
has long been identical with 
the laundry business and 
has an excellent patronage 
for its bath rooms, carpet 
duster and dye house. It 
has its own power in the 
building and is in daily use. 
The location is such as to 
warrant a liberal patronage. 
We offer the machinery for 
sale and the lease of the 
building, or we will lease 
building and machinery. A 
large capital would not be 
Investigate with us at once 
required in either instance. 
if you are interested. 











“Prospect Park” Advertising is 
formly Good and a Most Desirable 
Style to Copy, for those who Can 
also Copy the Methods that Under- 
lie and Reinforce it. 











Almost Smack your, Lips over this Little 


. alata 
| White Clover 
| Honey 
new crop; the most 
delicious, and it just tastes 
| of the flowers. Mighty good 


on cakes in the morning. 
Healthy, too. 20 cents the 





Prospect Park 
South 


still stands at the 
head of all real estate de- 
velopments in Brooklyn, 
both in point of street im- 
brovements, artistic houses 
and grounds. 

In workmanship and 
quality of materials, in ex- 
clusiveness of design and in- 
dividuality of taste, in ar- 
rangement and completeness 
of detail and of finish, our 
houses are admittedly with- 
out equal. Cellars dry, 
light, and well ventilated. 

As to price, they are the 
cheapest in all the beauti- 
ful Flatbush Section, im- 
provements considered. 

Our personal guarantee 
goes with every house. 

We will make any repairs 
that hecome necessary for a 
period of one year from date 
of sale. 

We have some beauties all 
ready to look at. 

Take Flatbush Electric L 
at Park Row, Smith st. or 
Franklin Ave. Trolley. 
Leave all cars at Beverley 
Road at our office. 

Dean Alvord, owner, 257 
Broadway. New York. 














comb. 
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TO THE PUBLIC 


It is a well established fact, and one 
generally conceded by the business 


community, that the 


MILWAUKEE 
GERMANIA-ABENDPOST 


is delivered and paid for in more 
Milwaukee homes than any other Ger- 
man Daily. 


However, to conclusively prove the above, we have 
deposited with the Second Ward Savings Bank 


$25,000 


to be forfeited to charity if the above assertion as 
to circulation is not correct. 

Should the publishers of any German news- 
paper in the city of Milwaukee see fit to contradict 
or dispute the above assertion as to circulation, let 
them, on or before December Ist, 1902, deposit with 
the Second Ward Savings Bank a like sum of 


*In answer to the repeated claims of ancther German Daily. 
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$25,000.00 to be forfeited to charity if our assertion 
above as to circulation is correct. 

The circulation of each paper to be deter- 
mined in the following manner: 


Immediately after said deposit in said bank by the contesting party, a Board 
of Investigation, consisting of three persons, shall be chosen, one by the 
Germania Publishing Company, one by the party contradicting the above 
statement as to circulation, and the third to be selected by these two. In 
case the two parties so appointed to the Board of Investigation shall not be 
able to agree upon the third member within five days, either party, by giving 
twenty-four hours’ notice to the other, may apply to the Circuit Court of Mil- 
waukee County to name such third member, and the person so appointed by 
the Circuit Court shall be accepted by both parties. The Board of Investi- 
gation shall be given free access to the books of both parties and to all other 
matters pertaining to the case, and shall determine whether or not the above 
statement as to circulation is correct, and the money deposited by the losing 
party in said investigation shall be awarded to the charitable institutions of 
the city of Milwaukee, as the Board of Investigation may direct. The said 
Board of Investigation shall have absolute power to determine and settle all 
questions that may arise and to make such expenditures as it shall deem 
necessary, all expenses so incurred to be deducted from the money deposited 
by the losing party. 

Said investigation shall be held when and where said Boatd may deter- 
mine, and shall extend back over such period of the past year as the Board 
shall decide. 

The money so deposited by both parties shall not be withdrawn and 
shall be subject to the direction of the Board of Investigation with such 
limitations as contained herein. 


(Signed) GERMANIA PUBLISHING COMPANY, 


Milwaukee, Wis., November 7, 1902. 





SECOND WARD SAVINGS BANK. 


This is to certify that the Germania Publish- 
ing Co. has deposited Twenty-Five Thousand Dol- 
lars ($25,000.00) with this bank subject to the con- 


ditions stated above. 


Cuar.es C. Scumipt, Cashier. 
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PICTURES IN ADVERTISING. 
Winnirec, Man., Nov. 26, 1902. 
Editor of Printers’ INk: 

No one can have paid any attention 
to the question of advertising of late 
years without being struck by the stead- 
ily increasing use of pictures of difter- 
ent kinds. It is the growing adaptation 
of Art to the service of Business that 
is slowly but surely making the adver- 
tising sections of our magazines almost 
as attractive to the average reader as 
the matter in the magazine proper. This 
is gratifying and encouraging, but from 
the advertiser’s standpoint the important 
question is that of results. Do pic- 
tures pay, or would it be better to use 
the space for solid facts and pointed 
argument? It all depends on the way 
they are used whether pictures pay rich- 
ly or are almost a waste of good money 
and valuable space. What is it that 
makes the difference? The object of 
your advertisement is to attract atten- 
tion, not so much to your announce- 
ment as to your goods, to show their 
strong points and make people desire 
to buy them. This is the main thing; if 
you can also give them an intellectual 
treat so much the better, but don’t allow 
your display to absorb attention to the 
detriment of your goods. This is a 
more common mistake in these days than 
might be supposed. For instance in the 
November Munsey the Chickering Piano 
people fill the greater part of their page 
with a cut of a handsome room with a 
piano in the foreground. The _ small 
type card at the bottom, and the larger 
word “Chickering” above are hardly 
sufficient to interest people in this par- 
ticular make of piano, let alone in- 
ducing them to buy it. Another hand- 
some but unprofitable page is the ‘“Ben- 
Hur” flour ad, a very good illustration 
of Ben Hur and his Arabs, but very 
slim argument for the flour. Illustra- 
tions should not be too elaborate or 
far-fetched. They should if posible bear 
directly on some quality of the goods 
you want to advertise. And if you 
go in for art, do insist on having it 
artistic and beautiful. It is puzzling to 
see how such unpleasing pictures as 
those used by the Frost King under- 
wear people or the Natural Body Brace 
company could be expected to attract 
custumers. Fortunately such as_ these 
are very much the exception. Most of 
them are very pleasing, as for instance 
the charming face of the Whitman cho- 
colate girl, or the graceful figure of the 
Oneita Underwear ads. Many of the 
best firms have adopted a picture as 
their trade mark, which can be made to 
have the double advantage of showing 
the goods and putting the emphasis on 
their strongest point. Well known ex- 
amples are the Ostermoor mattress, thé 
Gem safety razor and the Prudential In- 
surance Co. What mere words could 
give an equally clear idea of the com- 
pressed fluffiness of the mattress, the 
clean satisfactory work of the razor, 
or the enduring and solid character of 
the company which “has the strength of 
Gibraltar.” 

Another important office of the illus- 
tration is to single out from the mis- 
cellaneous multitude who read your ad, 
the attention of the class who are in- 
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terested in your line, and might there- 
fore become possible customers. A seeds- 
man would do well to afford considerable 
space to the picture of some vegetable, 
while a poultryman should make the 
cut of some fine fowl quite prominent. 
Your work is half done when you get 
the right people to read what you have 
to say. 

For some kinds of work illustrations 
are particularly valuable. A _ reproduc- 
tion of a good snap shot does more to 
make one desire the particular kodak by 
which the work was done, than would 
pages of letter press. On the same 
principle, though with much less foun- 
dation, pictures of beautiful and healthy 
children are undoubtedly the strongest 


arguments for the various foods on 
which they are alleged to have been 
reared. A common practice in maga- 


zine advertising at present is to give 
prominence to a photograph of the ad- 
vertiser. In many cases this would 
seem to be good policy, for it follows 
the old principle of a personal talk to 
customers to its logical conclusion, 
bringing buyer and seller as nearly as 
possible “face to face,” and giving the 
message a personal note which it could 
not otherwise have. The physical cul- 
ture people derive additional advan- 
tage, forestalling the old challenge, 
“Physician, heal thyself,” by showing 
their own perfect development, pre- 
sumably the result of their particular 
system. Geo. H. Powell, the advertising 
specialist, uses his own photo and four 
of his pupils, with marked effect in the 
November Success. A word of warning, 
though. Ostrander, the real estate man, 
has been showing a full page photo- 
graph with a small card at the bottom, 
but it is to be feared that conservative, 
level-headed owners of real estate will 
not be strongly influenced to intrust the 
management of their property to the 
original of the youthful, rather senti- 
mer.tal likeness so prominently present- 
ed. A strong, experienced-looking, 
business-like face, would be different. 

Undoubtedly the illustration has come 
to stay, but it should be treated with 
care, and kept in its place. 

Yours truly, 
Rosert F. MILier. 


PARADOX ILLUS- 
ATED. 






G 






ADVERTIS 


“Just IN, THE VERY LATEST OUT,” 
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— 
-The Prosperous Commonwealth of 
Connecticut is Easily Covered 


The 
Hartford 
Times 


Ts read by the major and best part of 
ats population. 











Leading advertisers recognize 
the worth of the Times. 


Leading advertisers use its 
columns more freely than any 
other Connecticut newspaper. 


paiLy, over 16,000 


Send for Sample Copy and Rate Card. 




















—- ~ nn —-A DDRESS= ——— 
THE TIMES, Hartford, Conn. 
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A PLEASING CASE, 
Cuicaco, Nov. 18, 
Editor of Printers’ INK: , 
In this week’s number of your good 
little magazine, the Little Schoolmaster, 
I notice “that it is very extraordinary 
that not a single solitary ad graduate 
has yet come forward with a statement 
in favor of an Ad-School, saying what 
it has done for him.” I, for one (and 
I feel confident that 1 am not like 
the boy on the burning deck—“‘stand- 
ing alone’) cah testify by facts to 
what an Ad-School has done for me. 
Eighteen months ago, I was clerk in a 
little city of about 5,000 inhabitants in 
Central Michigan, to-day I hold the po- 
sition of advertising manager of the 
largest and oldest established Wholesale 
Jewelry and Novelty House in Chicago 
and have held the position nearly a 
year. My employers in June, 1901, were 
Harmon & Pennington, the leading shoe 
men at Charlotte, Michigan; my em- 
ployers since Feb. 15, 1902, are J. 
Floersheim & Co., 173 Adams st., Chi- 
cago. It is not necessary for me to 
quote figures here but every man of 
business knows that the difference be- 
tween a shoe-clerk’s salary in a small 
city and that of an advertising man- 
ager of a wholesale house in Chicago 
varies quite a little. Through the aid 
of the Page-Davis Co., of Chicago, I 
made the jump in eight months’ time. 
I feel grateful to them, not only for 
their assistance in helping me _ secure 
the nosition, but also for their sound 
advice “to ‘knuckle down and _ hustle” 
because success without work is a fairy 
tale and very short lived. If any doubt 
rests in your mind regarding the ver- 
acity of my statements concerning my- 
self, I take pleasure in referring you 
to the above reliable houses mentioned; 
also to Mr. A. D. Baughman, the lead- 
ing dry goods man in Charlotte, Mich., 
Mr. F. H. Emery the leading drug- 
gist, Mr. Wilson Geddes, the leading 
tailor, the Tribune, Leader or Republi- 
can at above city, or Mr. Geo. Benz 
of “Crown Piano” fame of Chicago— 
for all of whom I have done some ad- 
vertising since my graduation from the 
Page-Davis School. Sincerely yours, 
E. K. Hetiway, 
Floersheim & Co., 


1902. 


Advertiser for J. 
Chicago. 


INFORMATION WANTED. 
Norristown, Pa., Nov. 17, 1902. 
Editor of Printers’ INK: 

Years ago, all illustration of news- 
papers and magazines was bythe old 
woodcut process, crude and character- 
less. Now, all the leading periodicals— 
Century, Harper’s, etc.—are finely il- 
lustrated. a marked advance over former 
years. Was any one magazine a pio- 
neer in this improvement, if so, which 
one? What process is now in use? Is 
there any pamphlet, or magazine article 
on this subject, and what is the price? 

Very truly. 
Mrs. Montcomery Evans, 
900 De Kalb street. 


Never tamper with the advertising 
that is doing good work—until convinc- 
ed by experience that the change will 
be beneficial —»The Advisor, 
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TO WIN GRATITUDE. 

Stewarts’ Law Rooms, 
. Norwalk, O., Nov. 17; 
Editor of Printers’ INK: 

Dear Strn—We have a matter pend- 
ing in court here that concerns the 
vital interests of every paper of the 
country, and an influential house, such 
as yours, should take it up, do the news- 
paper fraternity an incalculable bene- 
fit, and at the same time make your- 
self far more solid and influential with 
the newspapers of the country. The 
Experiment of this city recently pub- 
lished an article criticising the finding 
of some indictments against some offi- 
cials of a near township. The judge of 
the common pleas court has had the 
publishers arrested and brought before 
him for alleged contempt. They will 
not have the right of trial by jury. 
They may be fined or imprisoned at the 
will of the judge, and if he has a 
grudge against them he will no doubt 
imprison them. The Spanish Inquisition 
isn’t in it with this assumed power, for 
the judge is accuser, jury and judge 
combined. Such a power if permitted. 
would destroy the right of liberty for 
every publisher who might say some- 
thing or do something to bring down 
on him the personal malice of a judge, 
and it is only by the rankest kind of 
misconstruction of the statute that it is 
brought about. The statute relates to 
interference with the trial of a case, 
and nothirg else. I inclose a copy of the 
section. This judge assumes that the 
publication of an article in a newspa- 
per comes under this head, and there 
is an Ohio decision of the supreme 
court that sustains it, but could be re- 
versed by an organized movement, and 
by carrying the present case through 
to the supreme court of the United 
States. The Ohio authority, and the 
case now pending, if permitted, will 
affect the rulings of courts in every 
State in the Union. My suggestion is 
for you to advocate raising a fund from 
newspaper publishers to fight this case 
through, and to safeguard against fu- 
ture cases of like character. You can 
easily do this by statement of the facts 
through Printers’ INK supplemented 
by circular or personal letters, the ex- 
pense of which could be deducted from 
the amount received. Keeping the mat 
ter hefore the newsnapers, with a list 
each week of contributors, and comments 
republished from newsnapers. will do 
the work and win vou the lasting grati- 
tude and support of newsnaper publish- 
ers. Will you do it? Please consider 
it and advise us. It must be acted on 
promptly, as the court won’t wait. 

Resnectfully, 
ARLON L. 


—_+o__—_ 


1902. 


STEWART. 


THE reason why many ads tail to draw 
is hecause thev never arrive at any de- 
finite noint—the rambling ad lacks the 
power to convince.—White’s Sayings. 


——_ +o — 


Ir half the display dressing done by 
some women were used instead by their 
husbands in display advertising there 
would be fewer bankrupts.—-White’s Say- 
ings, 
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F Sec Here, 


Mr. Real Estate Man- 
Ohe 


STEEL SIGNS 


made by 


oe GUNNING 
SYSTEM 


ARE THE BEST 
REAL ESTATE SIGNS 
OBTAINABLE 


They are manufactured from the Highest Grade of Cold 
Rolled Steel, and are printed in any design and as many 
colors as desired. They are backed up and incased in 
neat, well finished frames, and are the most durable and 
attractive small sign made. Sizes range from one by two 
feet to ten by sixteen feet. 








Back of the Gunning System are thirty years of 
experience in developing the display force of 
out-door advertising. The concerns we assist 
by our methods are the notable successes in the 
business world. The adoption of Gunning 
methods is a sure foundation for business success. 


Get RESULTS by ADOPTING 
GUNNING STEEL SIGNS 


We will fill trial orders for 100 signs, one by two feet, 
two colors, for $25 F.O.B. Chicago. Special quotations 
made on more colors and larger quantities. No extra 
charge for designs on trade marks, if wanted. Send for 
catalogue. 


THE GUNNING SYSTEM, 
Steel Sign Works 


Executive Offices: 
289 Wabash Avenue CHICAGO, ILL. 








ee 
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A CATCH PHRASE. 
Strauss BROTHERS. 
(Established 1877.) 
Wholesale Tailors, Importers and Job- 
bers of Fine Woolens. 
Strauss Building. 
Cutcaco, Nov. 
Editor of Printers’ INK: 
We note your remarks in your ~issue 
of Nov. sth, about our prize offer for a 


12, 


1902. 


catchy phrase. Our proposition is not 
limited to any one class of people. 
We are willing to award the prize to 


anyone on earth who can submit the 


right thought. We are in receipt of 
quite a number of suggestions from 
readers of the Stimulator, but regret 


that thus far the ideas sent us are woe- 
fully deficient. We would be only too 
glad to throw the competition open to 
the Little Schoolmaster’s thousands of 
proteges. We will cheerfully pay $50 
to anyone of your readers who can in 
a few terse words, describe the virtues 
of our tailoring. Let him take for his 
inspiration, his ideal of what a perfect- 
ly made suit of clothes is. We believe 
that our tailoring actually represents the 
ideal of clothes making. We mean by 
this that the clothes we produce are 
made from durable materials, stylishly 
cut, well sewed and moderate in price. 
They satisfy the wearer. We extend 
the time limit of the competition to 
January 1st and shall be pleased to re- 
ceive suggestions or consideration be- 
tween now and that time. Thanking 
you for your courtesy, we remain, 
Very trulv yours, 
Strauss BROTHERS. 
i al 


“THE WORLD IS MINE.” 

A while ago the New York Dry Goods 
association demanded a reduction of 
ad rates, threatening all sorts of 
measures in alleged “self-protection” un- 
less their demand were complied with. 

ne of the combine’s pet schemes was 
the publication of a “great daily paper,” 
which was to be circulated gratis, on the 
theory that the money ‘“‘saved” on regu- 
lar advertising could more than float 
a great daily, which, with its enormous 
free circulation, would, moreover, attract 
a vast amount of remunerative advertis- 
ing from other sources. And while these 
thrifty publishers (on paper rather than 
of papers) were thus figuring out profits 
vastly in excess of their “savings” even, 
they thought it well to try their deter- 
mination not to be “robbed” on the dog, 
as it were; and, since death loves a 
shining mark, they picked the World 
for slaughter. An ad boycott ensued, by 
which Mr. Pulitzer’s paper lost 650 ‘col- 
umns of display advertising. But the 
World didn’t scare for a little bit; on 
the contrary, when the fight was hottest, 
it proceeded to raise its classified ad 
rates, too; and, naturally, another de- 
crease of ‘advertising ensued, in this in- 
stance of 450 columns, making a total 
loss of 1,100 columns. But in due 
course this was all recovered and a 
gain of nearly 600 columns superadded. 
And the New York Dry Goods asso- 
ciation’s great gratis morning daily hae 
not yet materialized. Instead they are 
advertising in the World like little men 
and at increased rates—and glad to do 
so, for they are out for business. 
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THE RIGHTS OF AN ADVERTISER. 
Has an advertiser the right to receive 
copies of papers used by him, showing 
that his ad has been published ac- 
cording to his instructions, or not? 
recent inquiry sent to 150 lead- 
ing dailies has brought out the fact that 
publishers except six consider it ad- 
visable to mail to each advertiser copies 
showing the proper publication of his 
ad. One publisher states that he con- 
siders it the bounden duty of publish- 
ers to forward to all advertisers copies 
of papers containing their ads, whether 
such advertising orders originate with 
advertising agents or come direct. He 
further states that the contention that an 
advertiser has a right to see whether his 
ad has been*published or not cannot 
be gainsaid—it is as solid as the rock 
of Gibraltar. Another publisher said 
that the right of advertisers to see cop- 
ies cannot be disputed. A third one 
wrote that it has always been his cus- 
tom to send copies to advertisers, no 
matter how small or what the character 
of the ad may be. Again another writes 
that outside of the consideration of the 
right of an advertiser to see what he 
gets for his money, it is a good idea for 
publishers te familiarize each advertiser 
with the general make-up of his paper, 
and also to show him the general volume 
of bus.ness he carries. 

As stated above, inquiries regarding 
the rights of advertisers have been an- 
swered affirmatively by 144 publishers. 
Five did not answer at all and one, the 
Cincinnati Enquirer, simply called atten- 
tion of the inquirer to its rate card, on 
which it is stated that if an advertiser 
wishes to see copy of their paper con- 
taining his ad he will have to pay 
an extra five cents for that copy.—The 
Mail Order Journal, | 


THERE is nothing st surer r about a news- 
paper than that it will be read—every 
item and every advertisement that is 
worth reading.—Adwriter. 

er 


CATCH LINE OF WELL KNOWN 
CE EREAL AD ILLUSTRATED. 











“APPRECIATED TO-DAY 
HOMES.”—PURINA MILLS, 


IN A_ MILLION 
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That’s It! 








October ist 
to 15th. 


Largest Paid 
Circulation 


by a 
Nashville, - 


Tennessee, 
newspaper. 


Daily average 


Daily average 


ever obtained 


copies sold 


circulation 











Samples, Actual 
Exchanges, Copies 
October etc. Sold. 
1st, 1,066 15,134 
2d, 716 15,684 
3d, 600 16,950 
4th, 10,550 15,782 
5th, Sunday. 
6th, 900 15,757 
7th, 798 15,585 
8th, 683 15,642 
9th, 550 15,823 
10th, 820 15,521 
11th, 10,800 15,703 
12th, Sunday. 
13th, 705 15,888 
14th, 1,000 15,600 
15th, 560 15,865 
29,148 204,934 





- 15,764 
- 18,052 





There's no question about it, the DAILY 
NEWS offers dy far the best advertising 
proposition ever offered by any Zennessee 
newspaper. Covers every inch of its field. 

DAILY NEWS, Nasuv1tte, Tenn. 





Western Representative, 


Cc. A. ALLEN, 








CHICAGO. 





112 Dearborn Street, 





Eastern Representative, 


F. M. HRUGLER, 
918, 150 Nassau Street, 


NEW YORK. 
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“MISFIT” ADVERTISING. 
By Joel Benton. 

The French people have a pro- 
verb which asserts that anything 
done with a wrong application, or 
in a manner decidedly unfit, is like 
“dropping a letter in a street grat- 
ing.” The moral of it is obvious 
and impressive and it comes with 
especial force to those who spend 
money in advertising. The prob- 
lem that besets the advertiser, to be 
sure, aiid particularly the one new 
to tlie business, is not always easy 
to solve. He has at first a mod- 
erate fund to set apart for purposes 
of publicity and wishes it to go as 
far and as effectively as it may. 
But if he is not careful in applying 
this he will find little or no desir- 
able results of his expenditure and 
might as well have put it in the 
street grating. But there is one 
curious thing about this matter that 
must not be forgotten. The me- 
dium and methods serviceable, and 
notably so, for one advertiser, are 
often of no use whatever to an- 
other. Though it is true, as it is 
often said, that all mediums are 
good, it is just as axiomatic that 
they are not all good for all pur- 
poses. A shrewd reader—apropos 
of my proverb—may tell me that 
even throwing money in the street 
brings returns. Didn’t Devery do 
this not long ago and find his ac- 
count in it? To the superficial ob- 
server it seemed like money thrown 
away but the wily politician of the 
Ninth knew his business. He 
reached the constituency he was 
aiming at in the economically—if 
not in the morally—right way. A 
very high authority says “there is 
that scattereth and yet increaseth” 
and also that those of worldly in- 
stincts are often wiser than the 
children of light, as this incident 
shows. There is still-another not- 
able instance worth citing of good 
advertising for one business but 
perfectly futile in its force for al- 
most every other. I mean, of 
course, P. T. Barnum’s elephant- 
plowing at Bridgeport. When you 
think over all the circumstances of 
it. could there really be anything 
better for Barnum? But, I may 
be asked, how can the advertiser 
know that he is at work the right 
way? What infallible test is there 


that the thing he does is not a mis- 
take? These questions cannot be 
answered specifically. All that can 
be sanely said in reply is that there 
is no human foreknowledge that is 
absolute available on this subject. 
The advertiser must to some ex- 
tent experiment. He must do, as 
the doctor does, diagnose in some 
degree of darkness, watch the effect 
and, if he is not satisfied, try in an- 
other way. If there were any real- 
ly certain rules for putting forth 
an advertisement that will win 
every time and one could patent 
and possess them, he would need 
no other business or fortune than 
what would ensue from selling 
them on a royalty basis. But sup- 
pose I have a business and wish to 
do my best to make it go, and am 
at a loss to know how to manu- 
facture fruitful publicity for it? 
Would it not be wise to ask for 
help? There are doctors in adver- 
tising as there are in medicine, and 
if they are not infallible and don’t 
know what cannot be known math- 
ematically, they can still lend a 
very effective service. As _ they 
have made a study of mediums and 
vocations, of illustrations and typo- 
graphy, and all that concerns ad- 
vertising matter and its display, 
and the way to make the advertis- 
ing go farthest they are useful in 
consultations and well worth their 
cost. I suppose there are a few 
persons who have a natural apti- 
tude for seeing into things, and 
can go very well alone. But I am 
sure that in a large majority of 
cases the greatest successes in ad- 
vertising have been won by calling 
in advice. Business men who 
spend fortunes yearly in the occu- 
pation of advertising space do not 
do this usually without some pre- 
liminary counsel and talk with 
those competent to advise. The 
persons who complain that adver- 
tising does no good—they have 
tried it and found no results—are 
those who are adepts no doubt in 
makine “misfits.” Even if they do 
the right thing, they do it in the 
wrong place 
—_——_+9.——— 

THERE is a wide difference be- 
tween advertising what the adver- 
tiser wishes people to buy and ad 
vertising what they need, 
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TheOnly One 


THE NASHVILLE BANNER is the only 
daily published in Central Tennessee 
which furnishes sworn, detailed yearly 
statements of its circulation. 


Average for 1901, /6, 35 73 








‘on 


a - > 


= 


MINTON & MYERS — 






Nashville, Tenn, Novemb.r 11, 1902. 


Nashville Banner, Nashyille, Tenn. 
Gentlemen: We are liberal patrons cf the Banner's Cheap Columns and find that they always pay. 
Mine-tenths of our sales are traceable to these smal] advertisements inserted in the Banner and, of course, 
we take pleasure in saying that the Banner is the best edvertising medium used by this firm. The Banner 
Tents and sells houses, farms and-loans money for us when every other method fails. Yours very truly, 
MINTON & MYERS, 305 1-2 Union Street. 
P. S. (Saturday mrorning.)—Since writing the apove we beg to say that on last Wednesday we inserted 
& small advertisement tn the Banner of a 279 acre firm on the Charlotte pike for sale and received forty 
four replica, Gold the farm yesterday, thanks to the Banner. Yours truly, iN & MYERS. 











THE BANNER’S circulation is guaranteed 
to be more than double that of any other 
Nashville newspaper. 


Dreeland-Benjamin 
Special Agency 

150 Nassau St.,New York Tribune Bldg., Chicago 

Representative for Foreign Advertising 
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“SCHEMES.” 


Was it John E. Powers who first 
said that publicity is not advertis- 
ing? It is advertising, of course, 
in its kind, and so is notoriety, but 
either of them is more likely to be 
destructive of legitimate advertis- 
ing than beneficial to the advertis- 
er. Perhaps it is well to examine 
every plan in the light of the ques- 
tion “Is this desirable advertising 
or merely notoriety?” Through 
the columns of the trade press 
there runs a well-defined vein of 
“schemes” pure and simple that 
can never help any business or 
commodity. The shoe trade jour- 
nals particularly seem to have a 
weakness for publishing sugges- 
tions that are altogether question- 
able—petty, lacking in dignity, bi- 
zarre and concocted, seemingly, by 
writers who must be very young 
and who palpably have no actual 
notions of business. Most of these 
“schemes” are advanced as inex- 
pensive methods of advertising re- 
tail stores. Use the word “cheap” 
in place of “inexpensive” and it 
describes them admirably. They 
run to guessing contests, soap-eat- 
ing matches in show windows, 
prize package distributions and 
similar devices, and the trade jour- 
nals treat them in a way that re- 
minds one of the household hints 
in an indifferent agricultural week- 
ly—they have exactly the ring of 
the articles that tell how to keep 
a family of fifteen persons on four 
dollars a week. Now, advertising 
is not a business expense that will 
permit of close economy. Com- 
pared to these “schemes” news- 
paper publicity is a very costly 
thing indeed, while the cost of 
good booklets and folders is likely 
to frighten the retailer who thinks 
that “schemes” will do the work 
for him. But newspaper advertis- 
ing and good literature are worth 
all that they cost if properly direct- 
ed. No cheap substitute can ever 
take their place. If you fit the cow 
with green spectacles and feed her 
shavings there will inevitably be 
a decrease in the milk supply. Next 
to the element of economy in these 
shallow devices is that of oddity. 
This factor seems to have perpet- 
ual attractions for the young per- 
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sons who tell the retailer how to 
set people talking about his store. 
But is oddity advertising? Some- 
times the plainest, stereotyped bit 
of argument in two inches of news- 
paper space—even a price and a cut 
—has more advertising value than 
the retailer’s name chalked on all 
the door steps in town. There may 
be circumstances in which the door 
step “scheme” will bring business. 
It is certain to create comment. 
But it is almost invariably safest 
to reject such devices upon their 
face. If used, they may be either 
right or wrong, but if ignored they 
can never be harmful. Wanamak- 
er’s stores are not advertised by 
tle door step method, nor in any 
other undignified manner. Dignity 
is a jewel in advertising, and hard- 
ly any cheap “scheme” is dignified. 
The weakness of such devices is 
that the next one used must al- 
ways be a trifle more freakish and 
silly than the last, or it will not 
attract attention. Consequently, 
ti.ere must come a time when the 
frugal retailer will pass out of the 
bounds of the probable and into the 
inane—even the insane. People 
become indifferent to “scheme” ad- 
vertising more quickly than to any 
other form of publicity. But did 
you ever know the public to be- 
come indifferent to newspaper ad- 
vertising or well printed literature 
that told a business story? 
ADVERTISE AND KEEP YOUR 
CAPITAL WORKING. 

If you invest in a hammer, and then 
sell it at an advance of 15 cents you 

ve made 15 cents. If you make four 
such deals in a year, you have cleared 
60 cents. If you have $10,000 in your 
business, and ere able to turn it over 
four times a year, you are on the same 
level as the man who has $40,000 and 
turns it over once in a year. If the 
above doesn’t carry its own moral, then 
there is no moral to be made out of it. 
If you have a dollar locked up in some 
old slow-coach of an article, go at it 
with all your might, and get that dol- 
lar out. Then sneed forth after some- 
thing else that will move livelier; keep 
it at work, and make it earn something 
all the time. Better have your money 
in a savings bank at three ner cent than 
in some old “store-keener” at nothing 
at all_—Hardware Dealers’ Magazine. 








INTUITIVENESS and sticktoitiveness may 
not be found in the Standard Diction- 
ary, hut they have prominent places im 
the dictionaries of successful advertise 


ers.—-Fame. : 
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Indisputable 
Evidence 


THAT 


The Ellis Papers 
Pay Advertisers 








Look at the advertising in their col- 
umns this month and for months past. 


No better testimonial to the pull- 
ing power of a publication than that 
it carries all the representative ad- 
vertisers in its class. 


At least ninety per cent of the 
advertisers using our papers depend 
on direct returns and key their ad- 
vertisements. The key sheet tells 
the story. They would not use our 
papers so continuously and with 
such large space if returns were not 
profitable. 


These are THE ELLIS PAPERS that pay: 


Circulation Rate per line 
Metropolitan and Rural Home - 500,000 
The Paragon Monthly - - - 400, 
The Home Monthly - «= = 400,000 
The Gentlewoman - - = 400,000 
Park’s Floral Magazine - - $50,000 


For further information address 
THE C. E. ELLIS COMPANY 


713-718 Temple Court Building, CHICAGO OFFICE: 
NEW YORK. 112 Dearborn St. 
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LIKE CURES LIKE. 


There is no effective means of 
opposing successful systematized 
publicity—at least, none has ever 
been found. You can get into the 
train and ride too, if you will, but 
at all events you must keep out of 
the way of the locomotive. Stand- 
ing on the track and shouting at 
it is a very simple proceeding in- 
deed. From the Milwaukee Sen- 
tinel comes a booklet of comment 
on the Northwestern Miller's re- 
cent arraignment of health food 
advertising. While it lasted this 
tempest in a teapot had all the 
characteristics of a one-sided con- 
troversy. Certain advertising jour- 
nals, together with the Sentinel, 
took up the cause of the health- 
food advertisers for the credit of 
advertising in general, but the ad- 
vertisers themselves seemed con- 
tent to go right on with their di- 
abolical work, taking their profits. 
The Northwestern Miller avers 
that it did not oppose advertising, 
but took exception to claims o 
the health-food manufacturers, 
who exploited their products by 
discrediting white flour and claim- 
ing virtues for their foods that 
they do not possess. To this end 
an expert chemist was employe 
to make tests of the health-foods, 
and his reports were published in 
the Northwestern Miller, forming 
what its editor call an “‘exposure,” 
though it does not appear to have 
been a very wide-reaching one. 
The little tempest is quite over 
now, however, and we may all 
venture abroad safely. But the 
record left in the Sentinel’s booklet 
furnished material for a moral. 
Many of the new food products 
now entrenched in popular favor 
have been exploited at the ex- 
pense of staple foods. . White flour 
seems to be the bugaboo of the 
health-food advertiser, while there 
are not wanting those who openly 
attack oatmeal. Even H-O is of 
the opposition. Then there is the 
coffee substitute line of argument, 
which has seriously hurt the coffee 
trade, it is said. Coffee substitute 
arguments are chiefly scare argu- 
ments, and Mr. Post in particular 
has been very insistent in arraign- 
ing coffee with opium, tobacco and 
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strong waters. Coffee is a harm- 
less enough drink in moderation, 
of course, and physicians will tell 
you that it is even a valuable medi- 
cal agent under certain conditions, 
The pictures of bedraggled souls 
creeping through life with a coffee 
cup as large as Pilgrim’s burden 
fastened to their shoulders would 
be laughable if there were not so 
many readers ready to be impress- 
ed by them. And even then, if 
Mr. Post can impress readers and 
win them over to Postum Cereal, 
isn’t it legitimate enough, either in 
a business or a moral way? But 
presuming that it is immoral, and 
that he ought to be checked, 
wouldn’t it be the logical thing 
to check him with the force he 
uses himself—create counter senti- 
ment through advertising as force- 
ful or more so? Laws cannot be 
invoked, nor new ones passed, for 
the crime is not desperate enough 
—at least, not to the impartial out- 
sider. Sticks and _ stones will 
break Mr. Post’s bones, but names 
can never hurt him—Mr. Rogers 
tried that. The thing to do, plain- 
ly, is for the coffee interests, and 
the white flour interests, and the 
oatmeal interests and every other 
interest that is making and selling 
the good old staples, to get to- 
gether, make up a fat purse and 
buy publicity. Spread information 
about coffee, white flour and oat- 
meal. Tell the truth about them 
and back it up with expert testi- 
mony. Surely the old staples are 


good enough to sell on their 
merits. If not, they must step 
down and out. A little truth 


about them will go a long way to 
counteract harmful advertising— 
but it must go a long way—go as 
far as the _ breakfast food and 
coffee substitute publicity. You 
can’t stand in the way of the loco- 
motive. You must either climb 
aboard the train or creep away in- 
to the underbrush and be incon- 
spicuous. 
———_+o+ 

A ROLLING stone will gather no moss, 
was the way it used to read, but it now 
Says an advertising store will gather no 
cobwebs.—White’s Sayings. 

——_+o>—___ 

THERE are many advertisers using 
paste as a substitute for originality= 
and kicking because of non-succesi= 
White’s Sayings. 
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160 Pages Of Reading Matter Every Month 


nia 





THE MOST FAMOUS AUTHORS OF THE DAY. 


This list of some of the authors who are 


or will be represented 


indicates the liberal and progressive policy 
that has advanced the magazine into a 
position unrivaled in English literature. 


‘* Ainslee’s,’ 





Molly Elliot Seawell 
Sir Edwin Arnol 
Lilian Bell 
James Huneker 
Justus Miles Forman 
Herman K. Viele 
Eleanor Hevt 
Arthur Colton 
Dorothy Dix 
Lincoln Steffens 
Tom Masso 


Sara Beaumont Meunedy 
Frank Norri 
Edgar Naltus 
te — paseese 
Duncan Campbell : Sco 
Bliss C 


Gelett Burgess 
obert Loveman 
Paul Laurence Dunbar 
Nathaniel Stephenson 
n M. Oskison 
Theodosia Garrison 
Madeline Bridges 
S. E. Kise 


Cc banner ey C. Hotchkiss 
E. W. Hornung 
Gertrude Atherton 
Richard Burton 
E. F. Ben 
Sarvey ‘Sutherland 
Robert Ss. Hichens 
Morgas Robertson 
erman Whitaker 
Josephine Dixon 
Olivier Henry 
Brand W hitlock 
Arlo Bates 
George Hibbard 





Harry Thurston F Fook 
Coprerser = 


John B. Tabb 
orman Duncan 


Sydne 


H. C. Chatfield-Taylor 
Her ort 


Charles Li Nirditeeee 
Jos spl a C. Lincoln 


Ethel 


Ella oS basler Wilcox 


Ralge Henry Barbour 


Prince Viadinir Vaniatsk 
Charles Battell Loomis 


rey 
rt _Blaclow Paive 


rris 
hag Violet Greville 
aru cine Grath 
Alfred Sutro 


angse Mannin 
Oscar King davis 
field Osborne 


hur Ketchum 
"ary 8S. Cuttin 
Arthur Stringer 


Hambler 
Gera Ganley Lee 


J.P. Mow 
zabeth Duer 


nry M. Blossom, Jr. 
“Caroline. Duer 
will F- Harben 
Watts Mumford 


Carolyn Wells 


lien Gordon 
Joaquin Miller 
Johu D. pr ty 
i. London 


ward S. Van Zile 
C. Muirhead 
Lleyd Osbourne 












ON SALE EVERYWHERE. 


Price, Fifteen Cents the Copy. 





Cc. C. VERNAM, Manager Advertising, 


5 Beekman Street, New York. 
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OLD AND QUAINT. 


In the American Mercury, dated 
September 27, 1784, may be found 
the following advertisement: 

Wantep.—For a sober family, a man 
of light weight, who fears the Lord and 
can drive a pair of horses. He must 
occasionally wait at table, join in house- 
hold prayer, look after the horses and 
read a chapter in the Bible. He must, 
God willing, rise at seven in the morn- 
ing, obey his master and mistress in all 
lawful commands. If he can dress hair, 
sing psalms and play at cribbage, the 
more agreeable. 

N. B.—He must not be too familiar 
with the maid servants of the house, 
lest the flesh rebel 4 the spirit, 
and be inclined to walk in the thorny 
paths of the wicked. Wages, fifteen 
guineas a year. 

* * * 

On the 11th of October, 1790, 
Anna Frances Southerland, widow, 
was married to Gustavius Hamil- 
ton Spencer, bachelor, at a 
bridge, in the county of York, 
England. The marriage was 
brought about through a lengthy 
advertisement which appeared in 
two of the leading papers in the 
county. The widow, who was only 
twenty-five years of age, and had 
been married twice, thought to try 
a third venture and in the adver- 
tisement after setting forth her 
own qualifications, which included 
a lively temper and handsome per- 
son, good natured, and possessed 
of great. wealth, stated that she 
was very hard to please and that 
she was “determined not to marry 
a man of fashion, nor a puppy, 
be he ever so rich; nor a plodding 
cit, nor a country squire, nor a 
w-lower (lest we should compare 
notes), nor an officer in the army, 
for they are fortune hunters: nor 
an Irish Volunteer, in ary shape, 
nor a Scotchman, nor a Welshman, 
nor a gambler, nor an Atheist or a 
Methodist, because I have had 
enough of extremes: nor a Bean 
P:.rson, nor a drunkard or an ab- 
stemious man, nor a Frenchman, 
because I am certain all men are 
not equal.” After thus telling what 
she does not want she proceeds in 
the same straightforward fashion 
to say: 

I want a sound-hearted Englishman, 
a man of sense, of whose conversation 
and address I need not be ashamed in 
the first company in the kingdom; one 
who knows how to take care of his own 
honour, and defend that of his wife. It 
is indifferent to me whether he has a 
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shilling or possess ten thousand pounds. 
I have enough for us both, but he must 
not be too old for a womaa of twenty- 
five. His morals must be good, his 
conversation sprightly and of a generous 
and good natured disposition, for I de- 
test a miser, and hate a bad temper. 
Any person who thinks he can answer 
my idea of a husband, and who means to 
be happier with a woman whose mind 
never harbored a wish to make a man 
miserable, if he states his pretensions 
under cover to F. R. S., to be left at the 
printing office, they shall be duly attend- 
ed to. This address is no idle story to 
gratify any peculiar turn of mind—it is 
founded in earnest, and shall be con- 
cluded without a jest. Nor are the 
parties who may offer required to give 
their real names until their description 
of themselves is approved, and a meet- 
ing appointed. Amelia. 

N. B.—The intended husband must 
be a Protestant of the Church of Eng- 
land as by law established, and must not 
wear a wig, take snuff, or chew tobac- 
co. 

Whether the husband fulfilled 
all the requirements or whether 
he died young as such good peo- 
ple often do, there is no evidence. 
In the Times (London) June, 1842, 
a lady advertised for a position as 
managing housekeeper. She made 
a copious use of adjectives, having 
one for each letter of the alphabet. 
Here is how she described herself: 

WANTED, by a lady, a situation to sup- 
erintend the household and preside at 
table. She is agreeable, becoming, care- 
ful, desirable, English, facetious, gener- 
ous, honest, industrious, judicious, keen, 
lively, merry, nattv, obedient, philo- 
sophic, quiet, rosy- -faced, sociable, taste- 
ful, useful, vivacious, womanish, Xan- 
tinpish, youthful and zealous. Apply, 
etc. 


CATCH LINE OF WATCH AD IL- 
LUSTRATED. 
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“WHERE TIME COUNTS.” —DUEBER 
HAMPDEN WATCH WORKS, CANTON, 0 
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NOTES. 


AccorpInG to a folder from the Buf- 
falo Express the average claimed circu- 
lation for August was 29,010 copies 
daily, for September 29,796 and for 
October 30,114. 


A MAILING card from William M. 
Warren, publisher of the Bulletin of 
Pharmacy, Detroit, Mich., claims an 
average monthly circulation of 16,049 
for that publication during the first 
nine months of the present year. 


Covron & Company, manufacturing 
chemists, 265 West Broadway, New 
York, use blotters as a means to adver- 
tise their goods. The Little School- 
master fails to remember of ever hav- 
ing received blotters of such excellent 
quality as blotters. 


Tue Quaker Oats people are doing 
Toronto, and are making a complete 
conquest. First their fine, elegantly 
painted wagons, with fourteen brown- 
coated Quakers marching between, parad- 
ed the streets, attracting not a little 
attention. Then they got down to busi- 
ness, and _  industriously distributed 
samples of their goods throughout the 
city. Huge newspaper announcements 
appeared simultaneously in the principal 
dailies. 


Every issue of the Rural New-Yorker, 
published at 409 Pearl street, New Yo: 
contains the following card at the head 
of the editorial page: *“We believe that 
every advertisement in this paper is 
backed by a responsible persqn. ut to 
make doubly sure we will make good any 
loss to paid subscribers sustained by 
trusting any deliberate swindler adver- 
tising in our columns, and any such 
swindler will be publicly exposed. We 
protect subscribers against rogues, but 
we do not guarantee to adjust trifling 
differences between subscribers and hon- 
est bankrupts sanctioned by the courts. 
Notice of the complaint must be sent 
us within one month of the time of the 
transaction, and you must have men- 
tioned the Rural New-Yorker when writ- 
ing the advertiser.” 


THE genial Mr. Hallock, under the in- 
spiring influence of the New Yor 
Sphinx Club, has driftedinto poetry. The 
best poets are those whose talents are 
developed by a certain sadness, and a 
failure to respond to the needs of the 
treasurer led Mr. Hallock to pen the 
following inspired lines: 
Dear Mr. 

The dew upon a rose 

In sweet repose; 

The dew upon a lawn 

At early dawn; 

The dew upon a flower 

At any hour, 

Should remind you of dues 

Now over-due. 

Your Sphinx Club dues, 

Comprenez-vous? 

LV’ENVOI. 
With all resnect to you 
Including “rhyme and reason” 
Your Sphinx Club dues were due 
Beginning of the season. 
Yours truly, 
W. W. Hattock, Treas. 
—Fame, 
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Manuracturers of clothing and _ ar- 
ticles for women advertise in Shop Talk, 
the bright little monthly house organ 
sent to her subscribers by Kate EF. 
Tirney, purchasing agent, 35 East 
Twentieth street, New York. By way 
of reinforcing this advertising Miss 
Tirney issues a supplementary booklet 
containing brief reviews of ads and ar- 
ticles exploited, and this booklet goes 
into every letter mailed from her office 
during the month in which the ads ap- 
pear in Shop Talk. 


A very good advertising novelty (novelty, 
now, not medium—there’s a vast difference) 
comes from the Hawley Time Register Co. 
Syracuse, N. Y. It is a facsimile of a schoo 
slate, upon a sheet of letter paper, coated with 
a black ink used in preparing the record sheets 
for the company’s time clocks. This black 
surface may be written upon with a hard 
pointed stylus, and the writing appears in 
white. A personal letter of this sort is very 
effective if it happens to catch the eye and con- 
vince the recipient that it is a personal letter. 
But someone has said that good advertising 
will always catch the eye without trickery, 
Nevertheless, this slate is a novel novelty, and 
wiil doubtless be a very effective one for those 
who can utilize it. Mr. W. D. Hawley/treas- 
urer of the company, also submits a packet of 
literature advertising the Hawley time-regis- 
tering devices. It includes a sample sheet 
showing the method by which a week’s record 
is kept for a small plant with thirty-five em- 
ployees. Some folders that accompany it are 
more praiseworthy for matter than printing. 
The last is decidedly poor. 


In the Christmas issue of the Delin- 
eator there are 177 columns of adver- 
tising—-the largest amount of business 
ever carried by any woman’s magazine 


in a single issue. The Deltneator col- 
umn measures 134 lines so that the ag- 
gregate number of lines was 24,428. 
This is an increase over the Delinea- 
tor’s Christmas issue of last year of 
nearly sixty per cent in the volume 
of business, while the aggregate net 
cash value is more than $30,000 great- 
er than in the Christmas issue of last 
year. It is interesting to note that 
nearly one-third of this great volume 
of business was paid for by twenty out 
of three hundred and twenty-three in- 
dividual advertisers represented. There 
are twenty full page advertisements— 
and this is also far in excess of the 
number of full pages ever printed. It 
is interesting, too, to note the number 
of advertisers in the Delineator who 
use large space. There are five single- 
column insertions; twenty-four measur- 
ing more than fifty lines double-col- 
umn; twenty of the fifty lines double 
column and under, and eighteen which 
run half a column and over. The users 
of small space are equally well repre- 
sented. The Delineator is made up to 
give juxtaposition alongside reading mat- 
ter, to the small as well as the large 
advertiser. This remarkable showing is 
due almost entirely to the Delineator it- 
self—the only outside aid coming from 
extensive, well directed and forceful 
advertising. Censored with a care never 
surpassed and equalled in few instances 
by other magazines the advertising col- 
umns are as reliable as it is in the pub- 
lishers’ power to make them. a 





PRINTERS’ INK. 


My New 


Customers 


HE month of October was one of my 
best months this year. I received and 
filled ten hundred and ten orders, four 
of which were shipped to foreign ports: 

One to San Juan, Porto Rico, another to Lahaina, 
Hawaii, another to Gonaives, Hayti, and still an- 
other to Hong Kong, China. I am in correspond- 
ence with firms in Amsterdam, Holland, and 
Bombay, India, whom I expect to land as cus- 


tomers. This is not such a slow record for an 





ink man who never hired a salesman nor shipped 
an ounce of ink without getting the money in 
advance. Since the first of the year I have added 
nearly six hundred new customers to my list, and 
every one of them seems to have been satisfied 
with my goods. When my inks are not found 
as represented, I offer no petty excuses, but refund 
the money along with the transportation charges. 
Send for a copy of my price list. 





rinters Ink Tonson 


17 Spruce Street “New York 





PRINTERS’ INK. 


The manager of one of the 
largest department stores in 
Philadelphia said to the writer 
recently, “There is no longer 
“a particle of doubt in my 
“mind that the Philadelphia 
“Inquirer has by far the 
“ largest circulation and is the 
“best advertising medium in 
“the city of Philadelphia.” 

This unsolicited testimonial 
from a man whose business 
it is to keep himself thor- 
oughly informed regarding 
advertising values is signifi- 
cant. 

It means that if you wish 
to reach the Philadelphia 
people you can best do it 
through the columns of 


THE PHILADELPHIA 
INQUIRER 





